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M-J SUPER COVER HAS A WIDE RANGE OF USES: 
High grade menu work © Car cards— posters @ Pin tags and button cards © Swatch cards © Covers ® Display cards 


WARETONE MIRROR FINISH You know M-J Super Cover will be a fine performer. 
OLD TAVERN METALLICS It’s born into a famous family—the McLaurin-Jones 
M-J POSTCARD and COVER family of fine papers. M-J Super Cover is a new, 
GUARANTEED FLAT GUMMED PAPERS superior cover stock, coated two sides and especi- 
RELYON REPRODUCTION PAPER ally tough for clean, fuzz-free die-cutting. 

WARE HEAT SEAL If you want a new crispness, cleaness and detail 
in your next car card, menu, swatch card or poster 
job... print it on M-J Super Cover. . . the star 


McLAURIN-JONES COMPANY = 200; 2h 


HEADQUARTERS: BROOKFIELD, MASSACHUSETTS . f 
Offices: New York, Chicago, Cincinnati, Los Angeles For free samples of 10 or 16 pt., contact your 


Mills: Brookfield and Ware, Mass., Grand Rapids, Mich., Homer La. paper merchant or write us today. 


McLAURIN-JONES FINE PAPERS 
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NEW REMINGTON DUAL-RITE ELECTRIC 
GIVES YOU SHARP, REGULAR OR BOLD TYPING 
AT THE FLICK OF A SWITCH! 


Since electricity controls the impression, and 
each character prints on brand-new ribbon, Dual- 
Rite copy is as sharp, clean and uniform as 


machine-set type. 


When special emphasis is desired, a flick of the 
switch produces bold, double weight typescript 


just like you are now reading. 
gives you two typewriters in one. 


This in effect, 
Two typefaces 


to double the effectiveness of your direct mail, 
letters, folders, brochures, price lists -- in fact 
all your low-cost “cold composition" jobs. 


In addition, Dual-Rite is so efficient as an every- 
day typewriter that it pays for itself in a very 


short time. 


Its high-speed electric operation and 


automatic features increase production 10%...25% 


ee-even 50%. 


It turns out 15 clean, legible car- 


bons and reduces typist fatigue like magic. 


this IDEA from Remington Rand... 
puts new Punch in your typewriter composition 


That’s Bold and Regular printwork you're looking at! Two 
type faces instead of one—produced on the new Remington 
Dual-Rite Electric Typewriter. 

With Dual-Rite in the shop, you can double the weight of 
any word, sentence, paragraph. A flick of a switch does it. 

Think how Dual-Rite will slash type charges—eliminate 
waiting for type corrections. Think how it will put more 
“sell” in your sales letter—a brand-new punch in all your 


Flemington. Fland 


PROFIT-BUILDING IDEAS FOR BUSINESS 


directories, direct mail, price lists, broadsides, etc. 
Dual-Rite typing is but one of the many profit-building 
ideas your Remington Rand man can offer. He can show you 
other money-savers such as “ready-to-expose and run” Pre- 
sensitized Plastiplates for offset duplication, long-life Procel 
Stencils, Beautyrite Carbon paper, Nylex Ribbon and others. 
Call him today at your nearest Remington Rand Business 
Equipment Center. You'll find him listed in your phone book. 


SEE HOW DUAL-RITE GIVES YOU DOUBLE 
ACTION, TODAY! For a free demonstration in your 
office or free literature, including samples of Dual-Rite 
type faces, write: Remington Rand, Room 1929, 315 
Fourth Avenue, New York 10, New York. 
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LOOKS MAKE SOME DIFFERENCE 


When you want to attract atten- 
tion and interest good looks 
count. 

If your duplicating machine 
has been turning out dim, 
smeared or sloppy work, you may 
be having paper trouble here’s 
a suggestion. 

There’s an Eastern paper es- 
pecially engineered for the type of 
machine you have. That means it 
has the best finish, the proper 
bulk, the exact amount of sizing 
necessary to produce clear, clean, 
sharp impressions all the way 
through the run. 


Next time use the special paper 
Eastern makes for your machine. 
Any of the following papers will 
prove our point — result in good 
looks — and looks make some 
difference: 


Atlantic Bond, Atlantic Du- 
plicator, Atlantic Mimeo Bond, 
Atlantic Opaque, Manifest Bond, 
Manifest Mimeo Bond, Manifest 
Duplicator. 


For sample sheets or packets 
ask your local Eastern paper 
merchant or write Eastern Cor- 
poration, Bangor, Maine. 
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Charles S. Downs receives and de 
serves our cover salute this month. For 
a number of reasons. 

Because he has been a long time 
leader in superlative pharmaceutical 
advertising . . . we thought his pic 
ture would be appropriate on an is 
sue which contains several teature 
articles about the medical field. 

And then, Charlie has tackled a 
number of jobs which are important 
contributions to direct mail as a medi 
um. He is currently American vice 
president of the Direct Mail Advertis 
ing Association and has worked hard 
with Les Suhler, Larry Chait and 
other officers in the streamlining and 
up-grading of the association. 

His latest job .. . general chairman 
of Chicago's first “Direct Mail Day” 
which will be held on May 7th in the 
Palmer House. Charlie, together with 
all his committee members, is deter 
mined to make this a huge success. 
Midwest readers of The Reporte 
should mark their calendars for that 
date and plan to attend. 

For the records . . . and to get you 
better acquainted with a master direct 
mail showman, here's a briet biog: 

Charles Downs is vice president ot 
Abbott: Laboratories, North Chicago, 
Illinois, in charge of advertising and 
public relations. He was one of the 
first in the field to add glamour and 
showmanship to pharmaceuctical ad 
vertising. His campaigns and house 
magazines have won numerous awards. 

Charlie is a native Hoosier. He was 
educated at Wabash College. His busi 
ness life started back in 1928 as an 
advertising copywriter with Swan 
Myers Company, Indianapolis . . . and 
when that company merged with Ab 
bott Laboratories, Downs moved up 
to advertising managership in North 





COUNSEL 
RESEARCH 
PLANNING 
ART 

COPY 
PRINTING 
LISTS 


MAILING 


fact is, every- 
thing needed for a 
complete and suc- 
cessful sales pro 
motion and direct-mail 
advertising campaign 
is created and pro 
duced under one 
roof... one 
responsibility 
Creative and produc- 
tion know-how 
seasoned by 35 years 
of experience An 
organization of 
112 persons. 


THE FOLKS on GOSPEL HILL 


a division of 
THE JAY H. MAISH COMPANY 
Advertising Agency 


MARION . OHIO 


Chicago, Illinois. He held that post 
from 1935 until 1944 when he was 
made director of advertising and public 
relations. 

In 1952 he became a member of the 
company's Executive Committee. 

Charlie is a member otf Lambda Chi 
Alpha Fraternity, Alpha Delta Sigma 
Protessional Fraternity, New York and 
Midwest Pharmaceutical Advertising 
Clubs; a B.P.O. Elk and a 32 


As a result of his life-long work for 


Mason. 
the advancement of medical advertis 


ing, his creations have won awards 
and recognition from organiations such 


NEW YORK 


as the Art Directors Club of Chicago, 
Chicago Federated Advertising Club, 
Society of Typographic Arts, Art Di 
rectors Club of Philadelphia, American 
Institute of Graphic Arts, Direct Mail 
Advertising Association, Art Directors 
Club of New York, Lithographers Na 
Financial World 
Industry, and Printing Art 


tional Association, 
Best otf 
Awards of Excellence. 

We hope this salute will help you 
to know the genial Charlie better 
when you meet him at conventions .. . 
or at “Direct Mail Day” in Chicago on 


May 7th. 


DIRECT MAIL DAY... 


On May Sth. We really should 
have had two faces on the cover this 
month . . to include the general 
chairman of New York’s “Direct Mail 
Day”. But Chicago gets top billing be 
cause it is their “first” . and New 
York has 
past years for successtul events. New 
York's “Direct Mail Day” will be held 
on May Sth in the Roosevelt Hotel. 
You will all receive program details 


ilready been featured in 


in the mail. 


The hard working general chairman 
is Joseph Fischer, president of the 
Mail Advertisng Service 
who manages to find time to do many 


Association, 


things aside trom his job as operations 
manager, New York Direct Mail Di 
vision of The Reuben H. Donnelley 


( orporation. 

Joe, believe it or not, is a native 
New Yorker (Yonkers). Nearly all 
with Graphic 
Advertising have supplied 


associations connected 
Arts and 


Joe Fischer 


representatives to work on Joe’s com 
mittee. They are rounding up a fine 
program so mark your calendar 
to be sure of being at the Roosevelt 


on May 5th. 








Mail Advertising Service 
Association: 


October 9 to 12 


tions . 


MAKE CONVENTION TIME VACATION TIME! 


Boston, Mass. . . . Statler Hotel 


ae 


= 


IMPORTANT: If you are planning to attend either or both conven- 
better get your room reservation at the Stater immedi- 
ately. Even at this early date, rooms are rapidly becoming scarce. 


Direct Mail Advertising 
Association: 


October 13 to 15 
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AFTERNOON TRAIN, A characteristic lithograph by Doris Lee. 


(Meharwk Velluwnr 


Crisp, bright white and eight refreshing colors . . . high opacity and 


fine felt finish . . . make Mohawk Vellum a popular choice for many 
pieces of good printing. Surface-sized for offset, its vellum finish is 


equally well suited for fine impressions by letterpress and gravure. 





The inside story of 


the list business #19 
Part | 


e Testing is a cinch. Many learned treatises have 


<=) been written about sampling, but there’s noth- 

ing mysterious about it, and you can get along 

very well by just following a few rules and by accepting 
the limitations of testing. Everyone knows, of course, 
that the most perfect mathematical sampling won't mean 
a thing when uncontrollable factors enter the picture. 


Sooner or later they will! 


Hurricanes, blizzards, floods, scare news and sudden 
drops in the stock market can throw your results into a 
cocked hat. Little monkey wrenches like unexpected de- 
lays between your test and follow-up, and boners pulled 
by your letter shop or printer (they are fallible, too) 
can do even more damage. 


Dusting needed? 


So for the moment let’s forget all these unpleasant things 
and concentrate on routine situations. The great ma- 
jority of mail order operators and circulation managers 
have developed testing systems of their own or have in- 
herited systems from previous management. Maybe some 
of these systems have collected cobwebs and could use 


a little dusting off. 


There are more theories on how to make tests then 
there are schools of economics. All the experts, how- 
ever, agree on some principles of testing. One rule is 
that only one variable should be tested at a time. For 
instance, the copy, offer and format should be identical 
for each list test. 

Another point agreed upon by most experts is that you 


for margin of error in your test results 
742% below quota, or , 


must allow 15 
Chat is if the results are 2 
above quota on a certain list, you should not omit it 
from your schedule or expect the run to be as good. 
Results on the follow up could be 15% below those of 
the test. If you cannot afford to accept as large a drop 
as this, you should proceed cautiously. 


A slow pyramid 


One large mailer in the business field, after years of 
experimenting, finds a 2,000 test spread over four states 
which he knows to be typical give him results within 
this 15% error factor. A large fund raiser always starts 
with 2,500 but pyramids to 25,000, to 50,000 and so on 
lowly. Another mailer thinks only 10,000 names will 
ive an adequate test. 

These round figures are not used just for ease in figuring 


returns. The tendency to make the sample quantity uni- 
form regardless of the size of the list is partly due to the 


practical aspects of keying many test lots at one time. 
You should investigate new keying devices on the market 
today, which might enable you to test more logical quan- 
tities. Most experts agree that a 2,000 sample is not suffi- 
cient for a list of half a million names. 


Harvard Business School many years ago tried to set 
up some mathematical formulae for sampling. A simpli- 
fication of their findings was that 10% of a list (under 
certain conditions) would give quite an accurate indica- 
tion of what a mailing to the entire list would produce. 
Few mailers in practice observe this rule of thumb, but 
many agree that the theory has merit. 

Ihe Direct Mail Advertising Association’s thesis on test- 
ing contained an elaborate formula for computing the 
sample according to expected response and the amount 
of tolerance the mailer could afford for margin of error. 
The tables in this report are undoubtedly valuable for 
certain kinds of mailers who are able to work with them. 


How should you spread it? 


Once you have determined the size of the sample, you 
have then to think how you want the sample sy 
distributed. The wider the geographic spread 

covered in the test, the more accurate the re- @ w 
sults will be. From a practical point of view, —_ 
however, list owners like to stick to four or five states 
per thousand names. If these states are selected from 
different areas in the United States, results will be as 
accurate as with a larger number. 


What can make the deviation of test from follow-up 
results more than the allowable 15°? Here are some 
possibilities: A mailer for one reason or another is late 
in getting the tests out. So he asks for near-by states 
for quick response. Well, a test like this is hardly rep- 
resentative of the whole country. Large cities, middle 
sized towns and rural areas should be included in a 
good test. While a mail order buyer is a mail order 
buyer wherever he lives, there may be a stronger reason 
for a farmer to buy your product than a city dweller, 
and vice versa. To get the best cross-section selection, 
it is often a good idea to leave it up to the list owners 
who know best about their own customer distribution. 


These pointers are mostly for mailers who have already 
developed some kind of pattern of results. Next month 
we'll go into the problems of mailers who are setting 
up a testing schedule for the first time or who have an 
entirely new offer to test. 

Whether you are an old hand, or a beginner, though, 
we can help you with your list testing schedule. Just call 
or write us. 


Wn W av Son. Kaw 


President 
NAMES UNLIMITED, INC. 


352 Fourth Avenue Murray Hill 6-2454 N. Y. 10, N.Y. 
Charter Member National Council of Mailing List Brokers 


OUR 26th YEAR IN THE LIST FIELD 
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We welcome your direct mail ideas and news items for this department. Send all materia! to 
Short Notes Department, The Reporter of Direct Mail Advertising, 224-7th St., Garden City, N.Y 
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[j IT’S FUNNY how the tone of Re- 
porter incoming mail varies each month 
but falls into a pattern. Some months 
nearly everybody is telling us about rack- 
ets; next the emphasis will be on mail 
order, or lists, or copy, etc. This month, 
three different experts in separate parts 
of the country were speaking or writing 
about the disease of copy-itis, and all 
three of them were concerned with the 
medical field. We commend to you the 
opinions of Paul Bringe (page 18); J. 
M. (Joe) Kesslinger (page 23) and 
Hubert Foster (page 29). The three dove- 
tail together. The advice is worth study- 
ing and applying to your business. 


JJd 


[} CLASS PROJECT. C. R. (Andy) 
Anderson, of the University of Illinois, 
told us about an interesting class pro- 
ject. Other instructors in direct mail 
might like to know about it. Students 
were given an assignment to plan and 
write a mailing piece for a local auto- 
mobile dealer. All entries were screened 
and the best half-dozen were sent to 
the Donnelley Direct Mail Division in 
Chicago. They selected the best (in their 
opinion) and produced 7,500 for a 
Champaign (Illinois) Studebaker dealer. 
Andy reports: “Our classes were quite 
set up to see some of their work actu- 
ally used.” Our suggestion to Andy for 
a followup project: Have the students 
interview a cross section of the recipients 
to determine reactions to the piece. Also 
check on results. 


[] CORRECTION! CORRECTION! 
CORRECTION! The old war horse, 
M. P. Brown, denies emphatically that 
he is retiring. See Short Note on page 
12 of February Reporter. Brownie makes 
the whole thing clear in a letter which 
reveals: (1) He simply sold his mail 
order business of Christmas letters and 
collection stickers to the National Re- 
search Bureau. (2) He retained his 
wholesale business which operates in nine 
states. (3) He also retained his building 
in Fort Worth and has put several of 
his former employees into the lettershop 
business at 1225 Galveston Ave. (It will 
be managed by Mrs. Merle Lawler). (4) 
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Brownie is also going to write copy for 
a very select group of mail order clients. 
So he will still be busy and promises he 
and Belle will show up at the Boston 
convention next October. 


_— 
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[] THE AMERICAN BUSINESS 
WRITING ASSN. elected new officers 
at the recent Cincinnati convention. The 
national president for 1954 is Professor 
Clyde W. Wilkinson of Michigan State 
College. He has been a member of 
ABWA for 18 years and taught at 
Texas A. & M. and Illinois before going 
to MSC. Vice presidents are: Sally May- 
bury, University of Vermont; Daniel R. 
Lang, Northwestern University; Jack H. 
Menning, University of Alabama; Erwin 
M. Keithley, University of California at 
Los Angeles. C. R. Anderson, University 
of Illinois, continues as secretary-treas- 
urer and Bulletin editor. Directors-at- 
large are: John Ball, Miami University; 
Lyda McHenry, Wayne University and 
K. Baker Horning, University of Okla- 
homa. The 1954 convention will be held 
in Washington, D.C., during the college 
vacation week between Christmas and 
New Year's. This organization devotes a 
lot of attention to direct mail and that’s 
why The Reporter is always interested in 
its activities. Although composed prim- 
arily of college teachers of business writ- 
ing, membership is open to anyone in 
industry who is interested in training 
others to write better letters. Member- 
ship dues are only $3 a year, which in- 
cludes the monthly Bulletin. Secretary's 
office: 101 David Kinley Hall, Urbana, 
Illinois. 


‘eB 
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[] JOSHUA MEIR COMPANY, INC., 
manufacturers of transparent plastic dis- 
play albums, is doing a good job of pro- 
moting their products. They created a 
sales booklet to answer inquiries received 
from a national “VPD” (Visible Pro- 
jects Displays) campaign. But sales 
manager Stanley Geismar disagreed with 
advertising manager Cynthia S. Smith 
that 10 copies of the booklet should also 
be sent to every stationery salesman to 
use as “door openers”. Stanley main- 
tained that salesmen hate to carry litera- 


ture and wouldn’t bother using the book- 


let as sales ice-breaker. To prove her 


you gotta use 


PsyChology! 


In direct mail advertising, every 
trick known to man has been tried. 
But the simplest gimmick of all is 
still the best. 


If you want your mailing to be read, 
play hard to get... but not too hard! 
Use sealed self-mailers. The advan- 
tages of the self-mailer are obvious, 
but sealed self-mailers offer a greater 
psychological advantage. People just 
naturally like to break a seal. They 
derive a sort of satisfaction from it... 
and once the seal is broken, the na- 
tural reaction is to see what is inside. 


A seal offers other practical advan- 
tages too. A reply card inserted in 
your mailer will greatly increase the 
response ... and when the mailer is 
automatically sealed on the Seal-O- 
Matic machine, THE REPLY CARD CAN 
BE TIPPED IN, SECURE FROM LOSS, AT 
NO EXTRA COST. 


Automatic sealing is fast too. 
Average rate is 13,000 to 
15,000 pieces per hour, WITH 
OR WITHOUT A REPLY CARD 
TIPPED IN. 

For further information, 

and free book about 
what Seal-O-Matic 


sealing can do for 
you, write today! 
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50 R East Wesley Street 
South Hackensack, N. J. 


Exclusive users in 


the New York area 


Automatic Sealing Service 
115 Christonher St., N. Y. C. 





. LISTEN 


SPORTSWEAR 


BUYER!’’ 


7 ays MONICA LEWIS, 


lovely singing star 


television and motion pictures, 


THIS 1S AM ACTUAL 78 RPM PHONOGRAPH RECORD. 


SIMPLY TEAR OUT ALONG DOTTED LINE AND PLAY ON ANY PHONOGRAPH. 


A SOUND PROMOTION 


Many portfolios and booklets have had pockets holding phonograph records 


but the 


piece shown above is the first brochure to feature a record built right into the cover. It 
was designed and produced by Carl S$. leeds Advertising, 22 W. 56th St.. New York 19, 
N. Y. for Marcus Breir Sons, inc., men's sport jacket manufactuvers at 1107 Broadway, New 
York 10, N.Y. It was mailed to over 6,000 retail store sportswear buyers to sell them on 
MB's Bantamac jackets. The idea is based on a new method of recording on paper developed 
by Sight ‘n’ Sound Enterprises, N. Y.C., for which Leeds is also the agency. Printed in two 
colors on 100 Ib. coated stock by New York City Press, a special plastic coating was applied 
over the entire piece into which the recording sound track was pressed from a master. 


The record is perforated to tear out easily . . . 


and can be played on any 78rpm phonograph. 


Monica Lewis is the starring attraction. She sings through a three-minute commercial on the 
record, telling buyers which jackets will be Spring’s fastest sellers. Carl reports that re- 
action has been terrific, and his agency already has other sound promotions in the works. 


point, Cynthia sent a letter to all sales- 
men explaining her battle with Stanley 
and asking salesmen to settle it. The per- 
sonal touch of her argument with Stan- 
ley inspired a stream of replies from 
salesmen requesting booklets and adding 
personal comments. Joshua Meir has also 
published an _ interesting educational 
booket titled Sales Devices Throughout 
the Ages. Written by Dr. Stanley C. 
Hollander, marketing instructor at Uni- 


versity of Pennsylvania’s Wharton 
School, it’s a history of the tools and 
methods used by salesmen throughout 
the ages. Traces sales development from 
2500 B.C. when peddlers carried their full 
stock on their backs, to present methods 
of carrying a compact visual presenta- 
tion. Contains many old illustrations and 
tales of many amusing sales inventions. 
Joshua Meir Company, Inc., 153 W. 
23rd St., New York 11, N. Y. 


[] BALDWIN’S OF FICIAL PRICE 
LIST (Baldwin Paper Co., 233-245 
Spring St., New York 13, N.Y.) now 
comes in two editions. One is a pocket 
edition, styled like a railroad time-table 
for salesmen to carry in their pockets; 
the other an Estimator’s Desk edition, 
cercla-bound to lie flat when opened. An 
improvement in both is the elimination 
of all asterisks, curliques and c‘ther con- 
fusing “reference” marks which usually 
clatter up most price lists of this kind. 
Every grade of paper in the Baldwin 
lixe is completely listed with sizes, prices, 
weights, colors, etc. Easily read type 
gives everything at a glance . . . with- 
out having to track down “reference” 
marks all over the book 


eed 


[] FOUNDATION HAS JUST BEEN 
LAID for a 23,000 square foot addition 
to Garden City Envelope Company's 
modern plant at 3001 Rockwell St., Chi- 
cago, Ill. Just 242 years ago, the com- 
pany added 25,000 square feet. Total 
size of the plant after new space is added 
will be 103,000 square feet. The new 
space will house $150,000 worth of new 
equipment, which will grind out four and 
a quarter million envelopes per day 

an increase of more than 15° in pro- 
duction. Congratulations to G.C. for their 
steady, progress:ve growth. 
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SOME PEOPLE ANSWER _iIN- 
QUIRIES PROMPTLY in spite of the 
“Answering Apathy” described in the 
January Reporter. Walter Belknap of 
Time, Inc., gave us a good case history 
(from last year). Walter's teen-aged 
daughter wanted some posters to decor- 
ate her room at school. On Monday 
afternoon, August 24, she called a good 
number of travel bureaus in New York 
requesting posters. She got a very quick 
response with posters reaching Walter's 
home in New Rochelle, N. Y., as fol- 
lows: August 25 (believe it or not) — 
Dominican Republic, Nova Scotia, Ber- 
muda (which was the only piece that 
came first class); August 26 — Australia, 
India, Japan, Nassau, Quebec; August 27 
— Austria, Ireland, Netherlands, Wes 
Indies, Spain; August 28 — Denmark, 
Jamaica, Turkey; August 29 — Germany. 
Sixteen such answers in five days seems 
like some sort of a record. More fol- 
lowed . . . a few as much as a month 
later. 

— 
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THE PLAY OF THE MONTH 
GUILD is building memberships by mail 
with small folders explaining how the 
guild works. They explain that you pay 
an annual $15 membership fee which in- 
titles you to buy two tickets for each of 
their fifteen or more selected plays a 
year. They notify you of outstanding 
plays of the month, mail you ticket 
order blanks, and arrange to fill your 


THE REPORTER OF DIRECT MAIL ADVERTISING 








orders with best seat locations. Advan- 
tages of signing up for the service is 
that it eliminates difficulties of getting 
tickets and guards you against paying 
high-priced scalpers. Dividend sharing 
plan offers two free theatre tickets as a 
bonus for signing up with PMG before 
a certain date. Sounds really attractive 
for theatre lovers. If interested, write to 
PMG at 545 5th Ave., New York 17, 
N. Y. and ask for one of their folders. 


[) HOW TO GET YOUR NAME IN 
THE PAPER is the title of a 20-page 
mimeographed bulletin published by Benn 
Hall Associates, 47 E. 61st St., New 
York 21, N. Y. Price: $1.00. Arthored 
by veteran publicist Benn Hall (who also 
wrote Careers On Business Papers). It 
explains the mechanics of press rela- 
tions . with specific facts that can 
be applied by individuals or groups for 
better publicity. 
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WHIRLPOOL CORPORATION, 
Chicago, kicks off their second coopera- 
tive dealer direct mail campaign this 
month. with an expected total of 
more than 3,000,000 individual pieces. 
In August 1953 Reporter (page 13) we 
told of Whirlpool’s first campaign last 
Fall. It was so successful (1,452 dealers 
ordered over a million pieces) that the 
current larger program follows the same 
pattern. Dealers receive a large portfolio 
from which they can order a series of 
three monthly mailings. They consist of 
full-color tabloids. Portfolio also gives 
dealers complete mailing procedures and 
easy order blanks. They simply designate 
the local street and block numbers in 
their area they want covered. Whirlpool 
has enlisted Reuben H. Donnelley Corp. 
who completes the mailings in Chicago 
from their National Occupant List. Deal- 
ers also have the alternative of using 
their own list at no extra charge. Only 
stipulation is that they order a minimum 
of 300 pieces per month for the three- 
month campaign. 


ade 


[] WHAT HAPPENED? DEPT.: We 
often enjoy a good meal at Bookbinders 
Sea Food House while in Philadelphia, 
and also enjoy their usually-fine direct 
mail promotion. But their latest press re- 
lease went absolutely haywire . . . giving 
us mental indigestion. We won't name 
the restaurant’s agency (responsible for 
the unpalatable publicity); but here’s the 
lead of the release in its entirety: “Be- 
speaking the institutionality of the res- 
taurant in the center city theatrical and 
shopping section of Philadelphia, a new 
promotional piece was created by So. 15th 
Street Bookbinders Sea Food House, Inc., 
to underscore the fact that the world- 
famous sea food house is the only res- 
taurant in the city owned and operated 
by the ‘third generation of the original 
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A CLEVER CALENDAR 


Advertising agencies and other offset printing buyers received this clever calendar by special! 


messenger from Quad Offset Corporation. 

















The 19%2"x23” calendar resembles the front 
of Quad’s plant at 91 7th Ave. in New York. 


Printed in six colors on heavy stock and 


mounted on illustration board. Die cut windows cartoon the various offset processes done 
at Quad. Under each flap, there’s a brightly colored monthly calendar and a short verse 
about Quad’s facilities and services. The calendar was delivered with an attached introductory 


message and Quad’s business card. . . 


This unusual calendar treatment really gets attention. 


Bookbinder family’... That 62-word 
opener is too rich an appetizer for any 
editor. We wonder what happened to 
Bookbinders’ copy chef? 


ead 


[) 15,000 NEW JERSEY FIRMS are 
listed in the new 1954-55 New Jersey 
Industrial Directory published this month 
(Not to be confused with the racketeers 
we've been criticizing). Price: $25.00 
per copy. The 1100-page volume is a 
two-year compilation covering industrial 
information on counties, towns, tax 
rates, insurance rates, etc. It lists New 
Jersey’s important industries in three 
categories: alphabetically, geographically, 
and by product. It’s the only New Jersey 
directory of its kind. One interesting 
fact contained in the directory is that 
1700 industrial firms went out of busi- 
ness in the state during the past two 


coming off a die cut reproduction of an offset press 


For more about calendars, see page 28. 


years ... but over 2,000 new firms took 
their place in the same period. You can 
order the directory either from its New 
York office at 1475 Broadway, N. Y. 17, 
or from publishers (The Hudson Dis- 
patch) at 400 - 38th Street, Union City, 
N. J. 
e@e@e 

CHICAGO AREA COMMUNITIES 
will be given an extensive list breakdown 
next month when Reuben H. Donnelley 
Corporation publishes their North Su- 
burban Street Address Guide. Thirty- 
five communities north of Chicago, in- 
cluding about 75,000 homes and busi- 
nesses, will be listed under 17 sections. 
Page one of each section will be devoted 
to a map and street guide of the area 
covered. Streets will be listed alphabetic- 
ally, and addresses given in numerical 
order. The new volume, to be revised an- 
nually, covers such high per capita in- 





How a Bunn 
Package Tying 
Machine 
Saves you money 


Be abet 
Package Yu machine 
ESTABLISHED 1907 


B. H. Bunn Co., Dept. R-3 
7605 Vincennes Ave., Chicago 20, Ill. 


8. H. BUNN CO., 

Dept. R-3 

7605 Vincennes Ave., Chicago 20, Ill. 
Please rush me Booklet 200 describing 
how Bunn machines cut costs, save twine 
lick labor turnover 
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come areas as Lake Forest, Winnetka, 
Kenilworth, Evanston, etc. It will be 
leased to users at $36 per year. You can 
get full information by writing to RK. H. 
Donnelley Corp., 350 E. 22nd = St., 
Chicago 16, Ill. 


—_ 
eee 


| THE DENVER DIRECT MAIL 
CLUB has elected its first set of officers, 
and the newly-organized Colorado group 
is now in full swing. Glenn Robinson of 
Western Farm Life was elected as presi- 
dent; Jack Ware, Royal Oil Company, 
vice-president; Sol Abrams, National 
Jewish Hospital, secretary-treasurer; and 
Jim Norling, Red Comet, Inc., program 
director. The club got off to a fine start 
last month with Names Unlimited, Inc. 
president Arthur Martin Karl as guest 
speaker at their luncheon meeting. (See 
the Short Note about Arthur’s mail order 
clinic tour on page 42 of last month's 
Reporter). 


eee 


|} RICHARD K. JEWETT, former As- 
sociation of National Advertisers, Inc., 
staff member is now the new supervisor 
of advertising production at Pitney- 
Bowes, Inc., Stamford, Conn. He suc- 
ceeds Alexander Flandreau who has re- 
signed from Pitney-Bowes to become 
sales promotion manager of the Win- 
chester Repeating Arms division of Olin 
Industries, Inc., at New Haven, Conn. 


THE 29th ANNUAL EDITION of 
E. H. Brown Advertising Agency's Ad- 
vertisers Rate @ Data Guide (1954 Edi- 
tion) has just been published. The guide 
lists rates, closing and is- 
suance dates for General, Farm, Mail 
Order and Direct Selling Magazines. 
Also lists Shopping Sections of national 
magazines and metropolitan newspapers. 
Complete classified ad information for all 
leading newspapers is tabulated by city, 
state, and sectional groups. Ed Brown 
says he'll be glad to send the 52-page 
guide to any advertiser without charge. 
Write to him at 20 N. Wacker Dr., 
Chicago 6, IIl. 


circulation, 


J7d 

-) WE DON’T LIKE SURVEYS which 
depreciate surveys. Wish somebody could 
induce John Felix Associates Inc., 154 
Nassau St., New York 38, N. Y., to 
stop sending out mail questionnaires 
which start: “Yes, this is another survey 
and, therefore, a nuisance and an in- 
truder on your time.” Maybe it is work- 
ing better than the conventional, cour- 
teous approach but .. . we still don’t 
like it. 


[) FRANK FRAZIER, former Direct 
Mail Advertising Association Executive 
Director (1948-1953), and for the past 
year associated with Specialized Business 
Services, has joined Willa Maddern, Inc., 
New York City mailing list brokers to 
manage the firm’s new “List Research 
and Analysis Department”. Good luck. 


A 1954 MONTHLY PROMOTION 
CALENDAR for jewelers is being sent 
to them by Bulova Watch Co., Bulova 
Pk., Flushing 70, N. Y. The 8%” x 11” 
calendar booklet pictures each month 
separately with a day-by-day plan for 
the most effective jewelry store promo- 
tion. Each plan is a complete program 
coordinating the entire merchandising 
effort from window trim to ad reprints. 
Tells the jeweler exactly how to do it... 
and how to tie in themes with high- 
light events of each month. The promo- 
tion calendar was designed and pro- 
duced by Simons-Michelson Co., Bulova’s 
ad agency in Detroit, who did a 14- 
carat promotion job, themselves. 


ae | 
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O ENVELOPES, CARDS, SELF- 
MAILERS and other pieces can be im- 
printed or addressed automatically at 
speeds up to 6000 per hour with this 
Scriptomatic Consecutive Imprinter. Re- 
productions from black or colored hecto- 
carbon masters will hold up for more 
than 50 impressions. They can be typed 
or hand written on the master listing, 
either individually or as part of a multi- 
ple copy form set. Reproduction quality 
matches that of original typing. The im- 
printer can handle material from 5” to 
914” with widths up to 14”. Master form 


range from 4” to 10%” wide. In trial- 
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run tests the Division of Dispersements, 
U.S. Treasury Dept. estimate that in- 
stallation of the Scriptomatic Imprinter 
would save them about $6,000 a year 
in processing one and a half million Na- 
tional, Life Insurance checks. It previous- 
ly required four other machines for the 
department to handle the same opera- 
tion. Write to Scriptomatic Inc., at 300- 
316 N. Lith St., Philadelphia, Pa., for 
complete specifications. 


eee 


[j IF YOU'RE HAVING TROUBLE 
determining an adequate market ° 
suggest you write to Affiliated Advertis- 
ing Agencies Network for their free 
booklet Market Determination. It’s their 
third booklet in a series on basic adver- 
tising problems. Offers a basic outline 
for field research, statistical sources, 
market shifts, etc. You can get a copy 
by writing AAAN c/o The Jaqua Co., 
101 Garden St., S. E., Grand Rapids 
2, Mich. 


_ 
eed 


~-1 MAGAZINE PREVIEWS by “Mr. 
Meadow Brooks” is a folder series get- 
ting good results for the Meadowbrook 
National Bank, Merrick, L. IL, N. Y. 
Previews of the contents of 20 top wo- 
men’s magazines are given in each fold- 
er . . . mailed to local residential areas 
just before magazines reviewed arrive on 
newsstands. Folders also contain bank ad- 
vertising and a short educational mes- 
sage beamed at women who are 
responsible for 80% of the bank’s busi- 
ness. Idea began last October when the 
bank distributed 22,000 copies at the 
Long Island Industrial Exposition. The 
folders were so successful that Meadow- 
brook built them into a continuing mail 
campaign. 


[] A MAIL ORDER MANUAL written 
by George W. Card for use by Southern 
Baptist Book Stores has been published 
by The Broadman Press, 161 8th Ave., 
N., Nashville 3, Tenn. Covers list build- 
ing among Baptist organizations, equip- 
ment, letters, reply cards, etc. 


[] OLDTIMERS in the direct mail field 
will be sorry to learn of the death of a 
good friend. Lois Gibson passed away in 
Boston, Mass., on February 9 (Direct 
Mail Day). For many years Lois was 
known to thousands all over the world 

. as the competent, friendly, helpful, 
year-round secretary to the Direct Mail 
Advertising Assn. convention manager. 
First with “Chick” Collier, then with 
Paul Van Auken. Those were the days 
(1920's) of huge conventions. Took 11 
solid months of on-the-spot work to 
stage. Lois left the association back 
around 1932 and became assistant to Vic 
Sawdon of The Sawdon Company, New 
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7 Positive 


Powerful mailing pulls the best returns. The 


inspired use of color. design, and 
Personalized envelopes will giv 


POWER where it needs it--THE 


embossing on Cupples 
e your mailing added 


ENVELOPE. 


Unless your advertising is seen, its power to sell is lost. 


The return power of Cupples Personalized envelopes is 


positive. Call your nearest Cupples representative and 


let him prove it to you. 


For information call TRiangle 5-6285. 
Other offices are in... 


BOSTON 


upples 
envelope co., inc. 


360 Furman Street + Brooklyn al Neu York 


WASHINGTON 


PHILADELPHIA 





MAIL 
ORDER 
LIST 
BROKERS 


We are specialists 
in finding suitable 


lists for large mailers. 


We are specialists 
in finding suitable 


. customers for owners’ lists. 


JAMES E. 


TRUE 
ASSOCIATES 


‘Jim’ True 
‘“Hank’’ Ruby 


Charter 
Member 
National 
Council of 
Mailing list 
Brokers 


James E. True Associates 
419 Fourth Avenue 
New York 16, New York 


ADF me » a : 
aus > —CONTINUED: 
York (Bind-in, Du Plex Envelopes, etc.). 
She later on married and moved to 
Boston to become just a plain, happy 
housewife. She was one of the most 
capable convention operators we've ever 
known. She did much to help build 


prestige and stability for direct mail. 


eee 


“STRATIFICATION” is the word 
used by Allison Mailing Lists, Inc., 400 
Madison Ave., New York 17, N.Y. to 
describe pinpointing of markets based on 
median income, rent or home valuation. 
You can find it among the many list 
categories contained in Allison’s new 24- 
page illustrated brochure telling how 
lists may be used most effectively. 
Write to Mr. John Lindsey at Allison 
and ask him to send you a copy. Very 
interesting. 


eee 


[) A VISIT TO OLD COLONY Enve- 
lope Co., Westfield, Mass. can be had 
without leaving your desk. Write to them 
and ask for a copy of their picture tour 
booklet with the same title as the heading 
here. Over 50 pictures take you on a 
pictorial inspection of the plant. A Visit 
To Old Colony was prepared for visitors 
as a memento of their visit . . .but the 
booklet also stands alone as a wonder- 
ful educational presentation of how en- 
velopes are made. 


PAPER CLIPS with built-in adver- 
tising “billboards” are a new gimmick 
worth investigating. The new medium is 
called “Ad Clips” produced by 
Green Duck Manufacturing Co., 1520 W. 
Montana St., Chicago, Ill. Advertising 
messages, s'ogans, etc. are printed in 
color on a metal “billboard” which slips 
over the clip. Direct mail uses seem to 
be unlimitless. Green Duck also reports 
that “Ad Clips” are exceptionally low in 
cost and are available in unlimited color 
combinations. 


eee 


[} CAPSULE MAILING. Trans World 
Airlines recently revived an old gadget 
idea and it is just as attractive today as 
when it was first used (nobody knows 
how long ago). Recipients found a can- 
vas bag in their mail with attached ad- 
dressed card. Inside the bag: a small 
medicine box with a Rx label, “For im- 
mediate relief from winter ills and work 
fatigue.” Inside the box: a gelatin capsule. 
Inside the capsule: a rolled, 1x8%-inch 
strip of paper on which was a prescription 
for “weary bones and jangling nerves. . . 
a quickie vacation to the wonderful 
desert sun of Arizona.” 


[) THE NEW POSTAL GUIDE is now 
available from the Superintendent of 
Documents, Washington 25, D.C. Cost: 
$1.75. Contains latest domestic rates and 
up-to-date list of post offices. To keep 
this guide entirely up-to-date, however, 
you should subscribe to The Postal Bul- 
letin which is published each Tuesday 
and Thursday. Price per year is $2.00. 


eed 


[) HEARTACHES: A good Valentine's 
Day mailing was this “broken heart” 
message from Mailograph Company, 39 
Water St., New York 4, N. Y. The 


We write you most faithful, 
But don't get a ring. 
You scorn our advances — 


You don't dare a thing! 


But we'll go right on courting 
You till you do call 

For service that's speedy 

And right on the ball! 


MAILOGRAPH 


heart was die-cut into five pieces mailed 
in a personal envelope reading: “You've 
broken our heart. Won't you put it to- 
gether? In only 30 seconds?” Verse on 
the heart reads: “We write you most 
faithful, But don’t get a ring. You scorn 
our advances — You don’t care a 
thing! . . . But we'll go right on court- 
ing you till you do call, For service 
that’s speedy, And right on the ball!” 


[j) THE AWARDS AND EXHIBIT 
COMMITTEE for the 4th Annual Litho- 
graphic Awards Competition sponsored 
by Lithographers National Association 
was appointed last month. The new com- 
mittee has selected a panel of more than 
35 judges for the competition and is 
making all arrangements for exhibiting 
the winners at the Hotel Biltmore in 
New York, May 7 to 14. Pictured here 
is the new committee chairman Lester J. 
Scott (left), United States Printing and 
Lithograph Co . . . as he goes over one 
of the 30,000 full-color brochure an- 
nouncements of the contest mailed last 
month to lithographers and advertisers. 
Holding the brochure is Lithographers 
National Association Promotion Com 
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mittee chairman Ralph D. Cole of Con- 
solidated Lithographing Co. For further 
information about the competition see the 
Short Note on page 10 of the January 
Reporter and write to ANA at 420 
Lexington Ave., New York 17, N. Y. 


eed 


} 3-D STUNTS are being used in 
Europe. Our old friend, Fernand Hourez, 
sent us a first-of-the-year mailing orig- 
inated by Bodden & Dechy S. A., 67 
Rue du Lombard, Brussells, Belgium. 
Very well done. Picture must be viewed 
through glasses attached to circular 
through a die-cut slot. 


ead 


[] POOR PROSPECT. Some of the 
publishers of the phony directories have 
now put The Reporter on their prospect 
list. During the last few weeks we re- 
ceived at least three of the mailings 
which appear to be legitimate invoices 
and with yellow tipped-on clips of our 
supposed listing in a supposed previous 
issue. We have sent our copies to the 
postal inspectors registering a complaint 
against the deception. Hope all of you 
are doing likewise. 


eed 


[] MEMO TO MAGICIANS: There is 
an interesting now book on the market 
titled Houdini on Magic. Published by 
Dover Publications Inc., 1780 Broadway, 
New York 19, N.Y. Price is $2.95. 
Publicity men might like it, too, be- 
cause it describes how Houdini was so 
successful at getting his name _ before 
the public by all sorts of well-planned 
buildups. 





eee 


(1) WANT TO SEE A SPECTACULAR 
LETTERHEAD? Find an _ excuse to 
write to Peter Schaal, advertising-promo- 
tional director. Weeki Wachee “Spring 
of the Mermaids,” Brooksville, Florida. 
Pete’s letters are written with a blue 
typewriter ribbon on a letterhead which 
has an overall bleed photographic back- 
ground in blue. The photograph is the 
famous two bathing girls shot which has 
Lecome more or less of a trade-mark of 
Florida tourist attraction. Beautiful! 





eee 


[(} BAD ENDING TO A GOOD 
STORY. We were just on the point of 
writing about a clever, rapid-fire mailing 
campaign which contained most of the 
elements of good showmanship . . . when 
news arrived that the advertising man 
ager and creator of the campaign had 
been fired (right in the middle of the 
series of mailings). Even though the 
campaign was working fine, management 
decided that, on account of costs need- 
ing to be cut, the advertising depart- 
ment had better go. A hell of a way to 
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Now more than ever it’s 





with less effort on 


visible . . 










Road, Eri> 6, Pennsylvania 























... it looks better! 
Hammermill Bond’s brilliant blue- 
white invites readership. Its re- 
spected watermark denotes good 
quality and good taste. 










...it types better! 


Neater, cleaner letters are typed 


Hammermill 


Bond. Corrections are almost in- 
. its firm, even. surface 


takes erasure so easily. 








..- it prints better! 
Hammermill Bond’s uniform qual- 
p ity helps assure clean, sharp print- 


ing results time after time. 







You can obtain business printing on Hammermill Bond wherever you see 
the Guild shield on a printer's window. For a free sample book, write on 


yvor business letterhead to Hammermill Paper Company, 1621 East Lake 










FOR OVER 40 YEARS... AMERICA’S MOST USED BOND PAPER 



































A Specialized Service For 
DIRECT SELLING MAIL ORDER 


ADVERTISERS 


WHO WANT THEIR ADS TO PUiL 


NEED SALES? Want better ads? Sell your 
product nationally, region y through px ng 
publication ads. We show you how 


SECURE cash mai! orders, agents. Establish 
national organization of direct selling t con 
sumer door-to-door, friend-to-friend store-t 
store farm-to-farn »ffice-to-office salespeo 
ple, distributors 

MOVE merchandise with 
copy appeals. Create sumer demand. B | 
sales and 48-state distribution fast with new 
publication ad methods Obtain customers 
Jealers nquiries, leads 

LET us help you make your advertising dollars 
go further, eliminate ad waste, solve your 
selling problems, expand your business ec 
nomically, reach your best markets effective 
y, increase your customer st through prop 
erly planned publication advertising 
EXPERIENCE COUNTS. Give your advertisin ; 
the benefit of our 31 years’ knowledge. Put 
yur complete idea, copy, layout, media sele 
tion, art service to work for you. The services 
of our advertising, merchandising and sales 


power-hgquse xd 


promotion specialists are at your disposal! 


Our MOTTO Your success is our success 
Our specialty s helping large and small 
businesses grow bigger 


If you heve a good product, and want to 
sell it in every state of the union, our staff 
will analyze ts potentialities based on our 
3) years’ experience 


MANY SUCCESSES. Established 1923. Fully 
recognized. Member A.A.A.A. Call in person, 
write in detail or phone. if you went re 
sults, consult 


MARTIN Advertising AGENCY 


Direct Selling Mail Order Ad Specialists 
15 E. 40th St., Dept. 15, New York LE 2-475) 


THIN 
PAPERS 


Reduce 
Mailing 
Costs 


Use 
Superior 


Manifold 


for 


Advertising 
Folders Stuffers 
Broadsides 


SEND FOR SAMPLES 
ESLEECK 


Manufacturing Company 
Turners Falls, Mass. 
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run a railroad, as the old story goes .. . 
so we won't even mention the campaign. 
But we are trying to locate a better job 
for the creator. 

— 


eee 


[]) HOMEWORK SCHEME PROMOT- 
ERS are getting the legal axe. Postal 
authorities recently got convictions (and 
two-year sentences) against two men in 
Lynn, Mass. They were using the old 
scheme of offering $50 to $100 a month 
for addressing envelopes at home. “Send 
$1 for information.” Two others (a man 
and his wife) are under indictment in 
St. Paul, Minn., for about the same kind 
of operation. Perhaps these two actions 
will scare out some of the other bad 
actors. The Better Business Bureaus are 
doing a fine job of warning publishers 
about accepting this type of fraudulent 
advertising. 


CRACKPOT LETTERS. On page 34 
of the February Reporter we reprinted 
an anonymous form letter which is being 
stuffed into business reply envelopes and 
mailed from Buffalo, N. Y. Since writing 
that item we have received other exam- 
ples postmarked from Philadelphia. The 
same identical copy and processed exact- 
ly the same on plain white paper. Seems 
like an organized attempt to discredit 
third class mail. 


eee 


THE NATIONAL DOG SHOW in 
New York last month reminded us of 
some clever editorial treatment in recent 
issues of Fidelions h.m. of the Fidelity 
Union Trust Co., Newark, N. J. The Fall 
issue contained an illustrated piece titled 
“The Story of My Operation”, by-lined 
by Brandy Buccaneer a dog be- 
longing to one of Fidelity’s employees. 
Brandy's literary effort (“as told to the 
editor”) traced the events of a rare heart 
operation performed on the boxer under 
sponsorship of the American Heart Assn. 
The successful experimental operation 
resulted in national publicity, with 
Brandy's picture winding up on Fidelions’ 
cover. The winter issue followed up 
Brandy's medical account with a center 
spread of 13 other Fidelity employees’ 
dogs . . . each offering well wishes to 
Brandy, and commenting on canine life 
with their respective Fidelity owners. 
These clever features, however, are no 
indication whatsoever that Fidelions 
might be going to the dogs. Edited by 
Charles A. Johnson and printed by 
Lasky Co., 850 Frelinghusen Ave. in 
Newark, it is one of the most sparkling 
house magazines in the entire financial 
field. Congratulations to all concerned 
for a dog-gone good job of human in- 
terest public relations! 


[] GOOD PUBLIC RELATIONS. Our 
old friend, E. W. Blew (writer of per- 
suasive letters), 3615 Wabaska Drive, 
San Diego 6, Calif., sent us the four-page 
circular issued by the city government of 
San Diego. It is a jovially written and 
illustrated explanation to the citizens of 
how tax bills are determined, who sets 
the rate and what services the taxpayers 
get in return. An excellent idea which 
should be copied extensively. 


(1 HI-HO SILVER! H. Gardner Smith 
(left), Dickie-Raymond veep, receives a 
silver teapot (part of a complete silver 
service) from President Leonard J. Ray- 
mond, commemorating Gardner’s 25th 
anniversary with the company. Celebra- 
tion was held in the swank new offices 
at 470 Atlantic Ave., Boston 10, Mass. 

Another 25th year celebration was held 
over at Reading, Pa., when (left to right) 
Donald Beaumont, Robert Heller and 
Louis Sperling, principals of the Beau- 
mont, Heller & Sperling advertising 
agency, cut their anniversary cake at a 
dinner given for their employees on Feb- 
ruary 8. More than 160 employees and 
guests attended. 


[) THIS IS ONE FOR THE BOOKS! 
John Rochow of W. S. Ponton, Inc., 
Mail Sales Division, Englewood, N. J., 
passes along a news item from the N. Y. 
Herald-Tribune. A questionnaire was ad- 
dressed to postmasters in 450 towns in 
the United States with populations of 
3,500 and less (as listed in the Standard 
Post Office Guide). Fourteen came back 
marked, “Returned for better address.” 


(Continued on page 46) 
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DOES YOUR DIRECT MAIL 


By Paul J. Bringe 


Vale Vanag ’ 


Vilwanukee Dustless 





Reporter's Note: Paul Bringe will be long 
remembered for his article in the June 1953 
Reporter describing how his company 
(Milwaukee Dustless Brush Company) dis- 
missed entire sales force and turned to di- 
rect mail exclusively with a resultant 400° 
increase in business. Paul, who is now a 
DMAA director and President of Associated 
Third Class Mail Users was invited to speak 
before the Advertising and Marketing ses- 
sion of the Central Section of the American 
Pharmaceutical Manufacturers’ Association 
meeting, Edgewater Beach Hotel, Chicago, 
February 10. He worked hard in preparing 
for the talk. We know because he 
checked with us and others for background 
material. The final talk was one of the best 
ever made about direct mail to a specific 
industry group. Although long, we think 
it deserves reprinting here. Only a relative 
few of our subscribers are pharmaceutical 
manufacturers so as you follow Paul 
Bringe’s thoughts, change the words around 
to apply to your business. Your direct mail 
may be suffering from the same symptoms 
revealed to the A.P.M.A. Is it? Perhaps 
this second article by Paul Bringe will be 
as widely reprinted as was the first. Go to it. 





Last Fall | was asked to serve as 
one of the Judges in the “Best of In 
dustry” 
by the 
sociation. In 
mentioned in an off-hand way that a 
good half of the entries in that contest 
did not belong there —and, in fact, 
they were not worth the paper they 
were printed on. This remark must 
have touched a raw nerve in some of 


contest sponsored every year 
Direct Mail Advertising As 
a subsequent speech, I 


the audience, because I heard about it 
from all over the country. One would 
think I had torn up the American 
stones at cathedral 

as asked to come 


flag, or thrown 
windows. Maybe I 
here today to redeem myself by telling 
you I didn’t mean medical mail. But 
let me say at the outset, | <ame_ be- 
cause I think there is room ‘er con 
criticism in imexlical mail. 
Waste your 


structive 
Otherwise, I would not 
time and mine in giving iis talk. 
And so, I ask “Does Your Direct 
Mail Pay Off?” I believe there are 
“sm who can 
say, “Yes, on my ampaign I 
spent $1,130.00 and got back $9,380.00 
in orders in 16 days”. The fact that 


very few of you in th 


very few of you can give dollars and 
cents answers to that questiow is basic- 
ally what is wrong with medical mail. 

Results are one ot the standards on 
which the DMAA contest is judged. 
Here are some of the answers from 


medical entries: 


“Excellent response to sample offers 
and steadily advancing sales.” 
“Unsolicited comments from physt- 
cians and nurses attest to readership 
and interest in campaign’. 
“Increased sales curve’. 


These are not results — they are 
pious hopes and opinions. | suspect 
you don't have more definite results 


to report because you don’t want to 
know them. They might be too pain- 
iul — they might even indicate that 
your direct mail is wasting some of 
your Company’s money. “Wait a min- 
ute,” you say, “our direct mail isn’t 
supposed to do an immediate selling 
job; it’s intended to be an assist for 
the detail man who follows through.” 
If your mail assumes that, and fig 
uratively throws the ball to your detail 
men, you are using only part of the 
power of direct mail and you are 
wasting part of your budget. 


“Results” Means Dollars & Cents 


Suppose you were told by your 
management that starting tomorrow 
all of your sales had to be made by 
mail, and that you would be expected 
to double sales and at a lower unit 
cost. Honestly, would you be satisfied 
to put out the last piece you prepared 
—or would you take a long second 
look at that piece and search your 
mind and soul for a_ better selling 
message? I know what you would do, 
because our salesmen were fired and 
I was told to double sales at lower cost 
with mail. You can understand then, 
why I am inclined to judge all mail 
in terms of results—and I mean results 
today, now, in dollars and cents—and 
fractions of cents. Not goodwill results 
or some vague benefit to come five 
years trom now. 
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If you knew what results your direct 
mail is getting, think what tremendous 
value this would be in guiding you to 
the production of good mail. Think 
how valuable it would be in judging 
the efforts of your advertising agency. 
Consider what it would mean in justi 
fying your direct mail expenditures. 


Copy - itis 

You can believe that before coming 
here today, I took the time to study a 
lot of medical mail. When I asked my 
friend, Dave Sutton, of Kremers-Urban 
Company to send me some samples of 
pharmaceutical mail, he was more than 
accommodating. He sent bales of it. I 
examined all of it and, of course, I 
analyzed the entries in the DMAA 
contest. Most of this mail suffers from 
Copy-itis. The main symptom of this 
disease is mechanical trickiness that 
eats up sales creativeness. Copy-itis has 
spread so far that it has almost become 
a standard of medical mail. Examples: 


(1) There is far too much reliance on beau 


tiful art work and _ tricky 


and the use of color just for the sake 


approaches, 


of « all to get attention. Getting 
ittentiot O hen it starts the 
ball rolling to a sale, but not when 
it take the Pidce it sc lling \ I 

dealer could g 1 lot of attention b 
standing on his head, naked, in the 
middle of Main Street, but would it sell 
many Fords Too much “creativeness 
in medical mail is the creator in love 
with his own idea so much so that 
his creativene [ ) the main act 
of the show and selling the product 
only incidental. Don't let your idea men 


run wild in the realm of fancy 
seen man is six different 
es used on one piece of mail. | 
suppose the purpose of this 1s to prove 
to the doctor that your compositor has 
ill the latest type faces and to imply 
that vour laboratory is just as up-to-date 
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If the reader is not confused by the 
type faces, he will surely go blind trying 
to read the six point type used to list 
medical publication Maybe 
the doctor is not supposed to read these 


references 


references anyhow, but if some guy is 
stubborn and insists on reading them, 
why, he can damn well get out his 
magnifying glass to do it. All of which 
makes it real tough for the doctor to 
know what we are talking about. | 
get the doctor confused and then 
can forget about selling idea 

never notice the difference am 

can hope that our management 

notice it cither 


¢ 


about 20 


Why is that only 


letters* The rest con 


medical mail uses 
sists of broadsides, jumbo cards and al 
sorts of stuff that looks like it was con 
ceived by a paper doll cutter instead of 
an executive. I think it is because let 
ters have to sell to make = sense \ 
reader won't go much beyond the first 
two sentences of your letter if you don't 
start talking sense and I suspect it 
is this need for hard selling that limits 
the use of letters. Why sell hard when 
it is much easier to put on a miniature 


show with a fanciful costume? 


It appears that before a man can_ be 
come a medical mail copywriter, he 
must be an expert. at translating the 
simplest Anglo-Saxon words into the 
most complicated Latin-root words he 
can find. He must never be guilty of 
saying “longer labor.” He must say “in- 
creased duration of labor.” He must 
never say “living tissue must have folic 
acid” - much better to say “folic 
acid is an indispensable constituent of 
tissues."" He must never sav “less work 
for the nurses.” Much better to say 
“The diminution in preparation of re 
quired sterile containers and solutions 
makes for economy in the nurse's time.” 

These are mild examples. Each one 
of you can quote many more. There is 
no excuse for this sort of language in 
direct mail. If your purpose in sending 
mail is to get action, you must use 
action words—Anglo Saxon words. On 
the other hand, if your purpose is to 
make it hard for the doctor to under 
stand you and harder for him to act 
on your suggestion, my ideas don't fit 
your business. 

Suppose the starter of a hundred 
yard dash said “Prepare yourself, poise 
No, he says “Get 
Action words. 


yourself, proceed.” 
ready, get set, go!” 

Incidentally, what I am saying right 
now is phrased in words that can be 
understood by any seventh grade boy. 
This was done purposely, not because 
I think you have a low 1.Q., but be 
cause most of us listen with under 
standing at a level two years below our 
reading level. The middle class popu 
lation of this country has a reading 
level of about ninth grade, so keep 
your mail at the ninth grade level if 
you want it understood. You can meas 
ure your writing level with the Ruddy 


Flesch yardstick he has written a 


half-dozen books on the subject. Your 
doctor’s reading level is not much 
higher than that of the general popu 
lation. And, when he tells his boy to 
get going, he doesn’t say “Proceed 
quickly”"—he says, “Get goin’! Noth 
ing Latin about that! 


(5) Another criticism I have is deception 
through the use of photographs and the 
use of sex appeal to gain attention. Dur 
ing the past few weeks in my review of 

medical mail, I have seen enough il 

lustrations of half-dressed women and 

ompletely undressed women to last m 

.or quite a while. Incidentally, women 

in Various stages of undress are ‘llus- 

trated about 9 to | over men. Could 
this be because most doctors are men? 
There is nothing wrong with the use 
of sex appeal in direct mail, but if you 
can't get an honest product tie-up, then 
be frank about it and label it for what 
it as. Personally, I think sex 
hampers direct mail selling, but if you 


appeal 


can't resist using it, then offer it straight 
forwardly on the basis that the doctor 
is human and has a mild interest in 
such things. 


When a doctor sees a piece of mail that 
is weak in selling, he does not take 
the time to analyze why he will not 
act. He does not say to himself, “That 
type is too small so I won't read it”, or 
“I've read this piece of copy but what 
does it mean?” He just throws your 
mail into the waste basket and with it 
ten to twenty-five cents of your Com- 
pany’s money. 

The mail becomes unbelievable. And, 
when mail becomes unbelievable, it 
throws away its chief asset the per- 
son-to-person approach. Direct mail is 
salesmanship 
than it is to other forms of advertising 
Never throw away that personal approach. 


much closer to personal 


The doctor is not realy your cus 
tomer—he is not the consumer of your 
products—he is your purveyor, and I 
hope I don’t sound too commercial in 
this metaphor, he is your salesman, 
your dealer. Though he often pays out 
his own money tor your product, he 
expects to get it back when he dis 
penses it. So, you cannot expect quite 
the response trom mail to a doctor that 
I can expect from a brush buyer, or 
the result that Time magazine, for ex 
ample, can expect from a_ subscriber. 
You say, “This is not the same as an 
ordinary buyer-seller relationship. It’s 
different handl 
ing’. That's true, but I believe that 


different and requires 


this circumstance has been allowed to 
influence medical mail far more than 
it should. 


Ask For Action 


Sometimes you can ask the doctor to 
order directly from you. When that is 
not possible, and it frequently is not, 
you must ask the doctor to do some 
thing else. It is not so important what 


you ask the doctor to do, so long as 





u ask him for some action—and get 
iu. When I say action, | mean a reply 
to your mail—not a request tor him to 
prescribe. You might ask him for in 
formation whether you want it or not. 
You can ask him to fill out the card 
for more samples. You can offer him 
the results of a survey—only if he fills 
out the card and sends it in. | know 
uch medical mail offers samples and 
further information to the doctor, but 
ery litth of it urges him to write, 
ery littl ot it asks him to reply, then 
asks again, and asks a third time in 
the P.S. In short, a lot of medical mail 
scems to take pride in being above the 


Why is this? Is 


considered some kind of 


principles ol selling. 
the doctor 
exalted being who will not respond to 
the appeals used to sell you and me? 

© him, when he takes off his white 
coat’ 

My purpose in stressing the response 
irom the doctor is to give a measuring 
stick to gauge the efficiency of your 
mail. Sometimes this won't measure 
sales directly, but it will measure inter 
est and desire, the steps that lead to a 


YOU CAN GET ATTENTION BY STANDING 
NAKED ON YOUR HEAD. 


sale. It you will make it a point to ask 
the doctor for direct action of some 
sort on every piece of mail you send 
out, you will soon have a gauge that 
you can use as a bench mark for all 
of your mail. Then you will have 
something definite to talk about, such 


> 


as “13°, of the doctors addressed asked 
tor additional copies of the booklet”, 
or “84 asked for more samples”, 
not because they want samples but be- 
cause they want to use your product 
on patients who can benefit by it, may 
be even betore your detail man calls 
on them. Here you will have concrete 
returns on which you can base future 
efforts. You will have something more 
you will have the satisfaction of 
knowing that the mail you produced, 
the letter you wrote, induced so and 
so many doctors to take a specific action 
this week, now, today—at your request. 
There is no greater incentive for the 
production of good mail than to know 
beyond all doubt just what results you 
are getting. 
There is another benefit to you in 
asking the doctor for action. In any 
kind of selling, including direct mail, 


when you ask your prospect to take a 


specific action and he does so, he feels 


a little closer to you. He is working 
with you and from that point on he 
does not consider you quite the strang 
er he did before. You have seen this 
principle used in magazine subscrip 
tion appeals. Often, the order card will 
have an extra stub on it that you are 


asked to tear off before sending in your 


order. Sometimes you will be told that 
this is your guarantee coupon or some 
thing like that. The reason for this is 
to make you 
makes you a better, tirmer customer. 


do something and it 


The same principle, in reverse, is used 
in the punched card approach. You are 
asked not to told, damage or mutilate 
the card because it must go through a 
machine. By following such instruc 
tions, you are told that the successful 
operation of a machine in New York 
or Chicago depends on your help. 


“Listening For The Back-Talk” 


Frequently I am asked by people 
who know very little about direct mail, 
“How do you go about writing success 
ful mail?” People ask many of you the 
same question. This generally indicates 
the search for a formula for success. 
Most people think there is a hidden 
secret in every success story and that 
if they can only learn this secret, their 
fortune is made. This is one of the 
reasons why the “Best of Industry” 
travelling exhibit attracts so much at 
tention wherever it goes. Everyone is 
looking for the magic lamp, the crystal 
ball, or the lucky coin. 

Of course, we know 
secret. Direct mail is selling. We learn 
how to sell successfully only by watch 


there is no 


ing the reactions of the people we are 
trying to sell. That applies to all sell 
ing. 

In direct mail the problem is to get 
a reaction [rom your prospect and then 


_ 
iF YOU MUST USE SEX APPEAL LABEL IT 
FOR WHAT IT 1S. 

evaluate that reaction. I call this “lis 
tening for the back talk”. Every time 
you get any comments at all, you 
should study them carefully. Remem- 
ber that if one man takes the trouble 
to write and ask about something, 
there are many more who are bothered 
by the same question who didn’t get 
around to writing. 

When analyzing responses, try to 


DON’T USE A MUMBO-JUMBO OF DIFFERENT 
TYPE FACES 


find the real reason back of them. If 
you find the reason, incorporate it in 
your future mail and you will step up 
results. Here, for example, is the first 
sentence of a letter we received a few 
days ago from Brown-Forman Distil 
leries in Louisville, Kentucky. It tells 
a whale of a story: 


“We must admit that we can no longer 
withstand your bombardment of _ literature 
on the Speed-Sweep Milwaukee brush.” 

To me the key word in that state- 
ment is bombardment. The writer 
thinks he has been getting tons of our 
stuff, but actually he probably does not 
receive more than six pieces a month 
which cost us 25¢ all told, about 1/40 
as much as one call from a salesman. 
Would this writer consider one per- 
sonal call from a salesman in 40 months 
a bombardment? To me it means that 
this so-called bombardment pays off 
and I resolve, after reading such a let- 
ter, to keep up the pressure even when 
returns sometimes look sick. 

Because you are dealing with doctors 
and druggists almost exclusively, you 
have a great advantage over the rest of 
us in direct mail. You know a great 
deal about your readers before you write 
to them. You know how much educa- 
tion they have, approximately how 
much they earn, something about their 
political attitudes, and their way of 
life. So your judgments about them 
should be fairly accurate. In the other 
direction, in your own attitudes to 
ward the doctors, in your own standard 
of values, in your emotional make-up, 
you have no advantage over me or any 
other direct mail practitioners. 

But, are you making value judgments 
based on your own standard of value rather 
than the doctor's? I am sure there is a 
great difference between them 

Are you listening to the doctor's feelings 
and acting on them, or are you acting on 
your own feelings? They can be vastly dif 
terent 

Are you assuming things about the doctor 
that may not be true? Let's find out about 
it and be sure. 


Doctors Respond Better 
I know, right now there are some 
of you who are thinking to yourselves: 
“This fellow must believe that doctors 
will respond to mail just like other 
people”. I don’t think that at all. I 
think that the doctor responds better 
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to mail than the average person. There 
are logical reasons for this, one ot 
which is the doctor’s lack of time to 


do things the way most people do 


them. He must take advantage of the 
time-saving that mail affords him. He 


sells his time. 

As a group, doctors tend to be in- 
troverts. Their training for the pro- 
fession requires the qualities of an 
introvert — mental concentration, soli 
tary work and study, and a facility in 
dealing with and comprehending sym 
bols. By symbols | mean, for example, 
the written word which symbolizes an 
idea. In this way doctors are much like 
priests, ministers and lawyers — all 
find success in life by working pretty 
much as individuals. The fact that 
music and photography are high on 
the list of doctors’ hobbies is a tip- 
off — these are introvert activities as 
a general rule. 

Why is this fact about doctors im 
portant? Because, introverts will give 
more attention to direct mail, read it 


SAY IT IN SIMPLE, UNDERSTANDABLE 
LANGUAGE. 

more thoroughly and act on it more 
often than extroverts. Direct mail 
comes close to being the perfect way 
to approach an introvert. It is a per 
sonal message directed to him as an 
individual, as compared with a radio 
commercial, for example, broadcast to 
all who will listen. Direct mail is low 
pressure in the sense that the reader 
can throw it away immediately if he 
so desires — there is no salesman 
standing in front of him trying to force 
a decision. The introvert likes that. 
Direct mail accomplishes its purpose 
entirely with symbols — not with phy 
sical demonstration, not with a com 
manding tone of voice, not with the 
pitchman’s art, but with symbols the 
introvert knows and understands. The 
introvert likes that too. 

If you were to ask a number of 
direct mail operators what kind of 
market they would like for their pro 
duct, they would say: 

(1) A clearly defined and easily 


segment of the population 
A group with more than the averag 


acce ssible 


amount of mone’ 

4 group above average in intelligence 
4 group with an experimental, ex 
ploratory, inquiring mind 

These four standards fit the doctor 


perfectly. In effect, then, the doctor 
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is an ideal direct mail audience 
more qualified in most respects to act 
on direct mail than other segments 
of the population. 

“But”, you say “doctors get so much 
mail that they have developed a pro 
tective armor against it.” I don't be 
lieve that. People who get a lot of 
direct mail are people who respond to 
direct mail. If they did not respond, 
they would not get the mail. Business 
men who spend their money to send 
out mail expect and get an adequate 
response. Otherwise, they stop sending 
it. It’s as simple as that. When some- 
one says, “I never read advertising 
mail”, you can put it down as pure 
bunk. When a doctor complains about 
the amount of mai! he receives, that’s 
a good sign — it indicates he feels 
he must give it attention. If he doesn’t, 
he feels guilty about it, he neglects 
his continuing education — a respon 
sibility every doctor feels deeply. 

I do not believe anyone receives too 
much mail — not even the largest 
business firms. Bill Power, advertising 
manager of Chevrolet, gets over 4,000 
pieces of mail a week addressed to 
him personally. How much does the 
Aluminum Company of America get 
in a single day? It must run into the 
thousands of pieces. Yet, they buy 
brushes from us because of direct mail 
we have sent them (mail only — no 
salesmen), and 50,000 other business 
firms in this country buy from us thx 
same way. 

The more direct mail an individual 
or a Company gets, the more likely 
they are to be responsive to mail. 


Cost & Readership 
The cumulative effect of faults in 
direct mail is to drive up the per 
piece cost. In fact, it drives up the per 
piece cost so high that some of you 
come to the conclusion that direct mail 


DON’T OVERLOOK THE IMPACT OF SIMPLE, 
DIRECT LETTERS 

is more expensive than ads in your 

trade journals. I want to make the 

flat statement that if direct mail is 

expensive per dollar of sales 

journal advertising, then 


more 
than trade 
there is something 
wrong with the mailing pieces. 
Notice that I have said cost of space 
and mail based on dollar sales. Don't 
fall into the trap of making readership 


wrong, radically 


GIVE YOUR MAIL ITS GREATEST ASSET — THE 
PERSON-TO-PERSON APPROACH 


comparisons. Such comparisons “Don’t 
mean a thing if they ain't got that 
swing” and the swing is dollar sales 
results. What do I care about reader 
ship, if my products are not selling — 
what do I care about surveys showing 
that 40°, of my mail is never read? 
How much business am I getting? 

There is a vast difference between 
what goes into a good space ad and 
what goes into a good direct mail ap 
peal. If your direct mail starts where 
your ads stop, then your direct mail 
readership will be low. I mean, if you 
use ad reprints and call it direct mail, 
if you use art work and cuts from ads 
to save on mail costs, if you use trade 
book ad copy and call it mail copy, 
your mail won't be effective. Of 
course, your ad readership will be 
higher, because you presumably de 
signed the best ad you knew how for 
your space program, but when you use 
a good ad for your mail program, you 
get bad mail. 

The reverse is also true. If you cre 
ate a good piece of direct mail and 
then try to use essentially the same ap 
proach for your space, you will come 
a cropper. The point is, trade book 
advertising and direct mail are two 
different things and should not be 
compared. We use both mail and space 
but not in the same way. 

We have made some interesting tests 
of space versus mail. At one time we 
had a full page color ad on the back 
a farm paper, offering two 
brushes on a_ straight direct mail 
pitch price listed and a lot of de 
scriptive copy with an order form. We 
then took this identical ad, made a 
self-mailer out of it, and mailed it to 
the subscribers of the same farm paper. 
We received 13 times the orders from 
the direct mail piece than we did from 
the space, though they were identical 
in all respects except method of de 
livery. We made similar tests in in 
dustry with similar results. Why did 
this happen because the ad was 
written primarily as a 
piece and not as an ad. Naturally, it 
did better as direct mail. What did 
this prove? Not that mail is better 
than space advertising — only that you 
can’t add oranges and bananas and 


cover of 


direct mail 


divide by two. 
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* 
MADE BY THE MAKERS 
OF THE WORLD-FAMED 


Since I have had the privilege of 
venting my feelings about medical 
mail, I also have the obligation of 
offering some constructive ideas. What 
would I do were | asked to set up a 
small parmaceutical program? 

First, I would establish a stable 
schedule of mail going to all doctors 
I want to reach. This might go out 
every two weeks or every month, but 
whatever the schedule, it would be 
strictly maintained. This would be low 
cost mail, selling my entire line of 
products it would acquire a pattern 
of its own so that the doctor would 
recognize it as it came in. It would 
lean heavily on letters (always signed 
by the same person) to get the per 
son-to-person contact. It would ask 
the doctor to do something whenever 
possible even lavors for me. 

The record of what the doctor does 
would be carefully compiled. After 
two or three months of this | would 
have the beginning of a performance 
chart and then I would begin experi 
menting to raise the curve on that 
chart. As this mail continued, I would 
change one element at a time and 
watch results. Whenever I had a good 
result, I would incorporate that change 
as standard and then go on to the 
next test. | would listen very closely 
for the comments that doctors might 
make and schedule tests in the light of 
those comments. 

Remember that this basic mail pro 
gram would be held to low cost pieces 
and be the bread and butter job. 

With this as the foundation, I would 
then use particular products for spe 
cial mail campaigns which would be 
over and above the basic mail. These 
special campaigns might be in smaller 
quantities and therefore higher costs, 
but they would in no way be permitted 
to interfere with the basic program. 

The basic program is the all im 
portant thing. I would keep that going 
even if I had to stop everything else. 

Here are four simple rules to use 
1. Keep it simple and understandable 
2. Keep it scrupulously honest 
3. Ask for action always 
4+. Don't say anything that is 1 whevable 

even if it’s true 

Whenever I see a postman deliver- 
ing mail to an industrial plant, I won- 
der if he has any of our mail in his 
bundle. On the average, the postman 
will be carrying our mail into an in 
dustrial plant about once a week. | 
wish I could afford to send it every 
other day. Do your detail men call on 
all doctors in the country every work- 
ing day of the year? Of course not... 
but the postman does — and you can 
be with him on his calls as often as 
you want. 


22 THE REPORTER 











MEDICAL 
ADVERTISING 


by Joe Kesslinger 





Reporter's Note: We found a perfect follow- 
up to Paul Bringe’s speech (page 18) in the 
current issue (No. 69) of “Back Talk’, the 
saucy, provocative monthly house magazine 
edited by adman Joe Kesslinger of J. M. 
Kesslinger & Associates, 37 Saybrook Place, 
Newark 2, N. J. Joe, too, is concerning him- 
self with pharmaceutical advertising . . . 
but the same griping could be carried along 
into other fields. You'll enjoy his analysis of 
doctors. 





This is the second time it happened 
to me and I’m mad. 

An ethical house (manutacturer of 
prescription products), sent for me. 
They were interested in a house maga- 
zine patterned after Back TALk. 

In my own simple way I| approached 
the problem in the same fashion as if 
I had been summoned by a manu 
facturer of lace, lozenges or loco 
motives. 

Uh uh, they said. You can’t talk to 
a doctor as you would to a merchant. 
A doctor is a peculiar and singular 
individual who bears only a deceptive 
resemblance to homo sapiens. 

All right, I said. | am not exactly 
stupid. I shall approach my audience 
in a manner befitting their august pro 
fession and education, making due 
concession to their peculiar singularity. 
But let’s not overlook the fact that 
doctors are human beings. 

They may be, they said, shaking 
their heads dolefully, but you have to 
exercise extreme caution in talking to 
doctors. One faux pas can ruin us. 

This is not likely, I countered. In 
fact, I'd say it’s impossible. You see, 
I know doctors. My son-in-law is a 
doctor. | have numerous friends who 
are doctors. A few of them have been 
reading my stuff for years and think 
it’s great. I submit that a human ap 
proach will be received by doctors just 
as enthusiastically as by business execu 
tive and practitioners of other profes 
sions. You can rest on the score of the 
medical commercials. They will be 
handled by medical men, thus avoid 
ing the layman 
sounding off on matters in which he 
is not an expert. However, it may be 
an idea for me to edit these commer- 
cials myself, because it is my experi- 
ence that even professional men pre 
fer simple, declarative sentences and 


presumption ot a 


not scientific jabberwocky. 

They were dubious. 

So I went out and talked to doc 
tors. | must have asked 50 doctors to 
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tell me what they honestly thought ot 
my house magazines. The consensus 
was overwhelmingly favorable. 

When I returned, the prospect con 
fronted me with two medical lumin 
aries. He was planning to invite them 
to be associate editors if the project 
went through. They glanced through 
my stuff and on the basis of a 3-min 
characterized it as 
opined _ that 


ute appraisal, 
“comics” and doctors 
would not go for it. 

I asked them if they presumed to 
talk for 85,000 doctors. 

By adroit disparagement they cre 
ated doubt in the mind of the pros 
pect. One said, I see you use a lot of 
direct quotes and dialogue I per 


sonally don’t like that kind of writ 


ing. 
Of course, that was the tip-off. It 
proved that the guy knew as much 
about the words and_ the 
effectiveness of style as I knew about 
the formulation of chemicals. When I 


power ol 


first submitted a copy suggestion, the 
prospect read it aloud and chuckled 
appreciatively. Now he concurred it 
wasn't much good. 

Right here was a practical insight 
into the whole unwieldly mess that 
goes by the name of medical adver 
tising. A few illustrious medical men, 
not content with their laurels as teach 
ers or practitioners of medicine, must 
also set themselves up as wizards who 
possess the magic formula for influ 
encing the medical world. They get 
away with it by bulldozing the lay 
manufacturer into the belief that the 
doctor is a sacred cow, and as such is 
open to communication only trom 
other sacred cows. These self-appointed 
oracles may be respected men in their 
profession, but when they pretend 
omniscience in the tield of promotion 
they are intolerable frauds. Their pom 
pous manner is a mask to hide their 
fear that an experienced advertising 
man might come in off the street and 
expose them for the hacks they are. 

Ethical 


lucrative business. The wonder to me 


manufacturing is a_ highly 
is that some of these companies have 
fared as well as they have, considering 
their inept methods. I suspect that the 
medical advertising agencies have done 
their bit in perpetuating the hoax that 
doctors are a devious and dangerous 
breed. 


Some day if I have to buy an in 
terest in an ethical house I’m going 
to tell off and do a job on doctors that 
will make a fortune for the manufac 
turer and win more friends for the 
company’s products than any ethical 
outfit has heretofore enjoved. 








AR aR oe Re 
successful 


sales letters... 


— rorely just “happen”. They are the result 
of careful planning and knowing what makes 
a letter ‘pull’. The format, too, plays its 
part in getting attention . . . maintaining 
interest! You can PROVE this easily by 
TESTING Return-A-Card against your present 
mailing. You'll find the pre-addressed, 
“built-in” reply card makes it easier to 

reply — get better results — costs less per 
response. Write for your FREE folder of 
“Successful Sales Letters", showing this unique 
format applied to many promotion problems. 


REPLY CARD IS 
ATTACHED TO. THE 
LETTERHEAD! 


SALES LETTERS 


250 W. 49th St., New York 19, 
Telephone Circle 6-0843 











CUSTOM BUILT 
MAILING LISTS 


As Mailing List Consultants last month 
we researched a technical job of only 78 
names for a Pacific Coast industrial firm 

and rented to a regular client more 
than a million names of Canadians, Scien 
tists Al_umn Executives, Art Apprecia 
tors, etc from our Ownership Depart 


ment 


EXTREMES OF 


SERVICE available from the Drey Organ 


These two jobs indicate tt 


zation 
Yes, call on us for up-to-date SPECIAL 


SELECTIONS of Higher Income 


Intelligence names in many fields n 


Higher 


cluding District Managers, Business Aw 
bassadors, Executives of all types, Phys 


cal and Social Scientists, etc., etc 


We Custom Build Lists to Fit 
Your Most Exacting Requirements 


—Sa == 


Walter Drey, Inc. 


257 Fourth Ave. New York 10 
3323 N. Michigan Ave., Chicago 1 


Write for Free Copy of LISTS & 
LISTINGS, the Open Road to 
Mail Marketing 












































































































TELL ME QUICK AND 
TELL ME TRUE 


(Or else, my love, to hell with you!) 


run hore Ke 


to m wite!) 


Your machiner 
o complet 

y mur rey i 
work 

Your motto 
capita 
wond 


ind 


tell me 


or Ww 
hike 
cone 


druc x 


thing 


By Victor Schwab 
(Schwab & Beatty) 


The codfish la 1 million eggs, 
the helpful hen but one 
But the codfish doesn't cackle to 
tell you what she’s done 
And so we scorn the codfish coy, 
while the helpful hen we prize 
Which indicates to thoughtful 
minds, IT PAYS TO 
ADVERTISI 
From - Printers’ Ink 


ADVERTISING MAN 


Glorifying pink chemises 
Lulogizing ie! cheeses 
Deiftying auto tre 
ctilying plumber pier 
Accolading rubber inties, 
Serenading ne canu 
Sermomzing gargle muxture 
Rhapsodizing bathroom fixtures 
th call us new town 


cock-eyed liars! 


Anonymous 


STICK TO IT 
he constant drip of water wears 
away the hardest stone, 
And the constant gnaw ot Towset 
masticates the toughest bone, 
And the constant, cooing lover car 
nes oft the blushing maid, 
And the constant advertiser is the 
one who gets the trade 
From - Advertiser's Digest 


FOR THE AD MAN’S SCRAPBOOK 

Did vou ever sit with the gang in 
lust of the circus? 

Did ) er make a round of 


ecting with 4 


muunnh the same 
rWwicl 
audiences 
laces 

ince were at 
ind-Ten 

vuund the corner 

ten to what's 
ond 


with the fan 


rid-tume 


intiqu¢ shor 


marketing with 


nto the pantry 
what brands are there? 
pend a couple of 
standing next to a busy 
stand and watch who 
what? 
read the latest Sears-Ro« 
ind Montgomery Ward 
ogs? 
uu —sohave Johnson-Smith 
catalog? 
ul ever get up at 6 o'clock 
in the morming, and watch 
1 town go to work? 
ou ever buy a good-sized 


} 


pile of foreign magazines and 


reall study the advertising? 


mur ever attend a lodge meet- 


ever watch a_ puzzled 


youngster stand in front of a 
candy counter and try to mak« 
up his mind what will get his 
penny? 
N Then what are 
ulvertising? 
By Joseph Katz 
In Advertising & Selling 


SONG OF THE AD MAN 
I am one of the lads who write 
the ads 
You see in the daily news; 
The big page spreads with the 
flaring heads 
That thousands of folks peruse 
Vast reams I fill in my old type- 
mill, 
In figures and facts I think; 
And every morn a aew ad is 


vou doing in 


born 


the world in printer’s ink 


In my lacie “den” in the world 
of men — 
And yet in a world apart — 
I plan and dream, and I think and 
scheme 
To give ‘em a work of art. 
Each ad's design is a patter fine— 
Filled in with the facts I know; 
And the jov I feel is a joy that's 
real, 
In watching the business grow! 


I don’t win fame in my humble 
game, 
Like the author fellows do; 
I work alone and my name's un 
known — 
Except to the chosen few. 


But thousands read what I write - 
and heed 
The things that I have to say; 
And thousands come to make busi- 
ness hum — 
And my dreams come true each 
da 


By James Edward Hungerford 


COPYWRITER’S LAMENT 
I want an 

odor-proot, motor-proot car, 
And a ‘ 

shock-proot, hock-proof watch, 


tray-proof, tade-proof star, 
some 


water-proof, lotta-proof scotch 


I want a 
dun-proof, run-proof spouse, 

And a , 
debt-proof place to dwell 

Not this 
shatter-proof, rust-proof 
sound-proof, dust-proof, 
fool-proof padded cell! 

*. * . 

Who loves lithe words is marked 
with hidden scars; 

His breast is torn; his arms and 
shoulders bleed. 

What whip avails against black 
captured stars? 

What cage can hold a wild and 
mighty breed 

Whose feet are fire, whose eyes 
are burning swords? 

God pity him who gives his heart 
to words. 

Anonymous 








UNTIL SOMEBODY'S BOUGHT ‘EM 


Your rhyme may be great, 
Your mouse trap a_ peach, 
Your swim suit may rate 
With the best on the beach 


The thing that you do, 


Or produce or design 
May look good to you, 
Be much better than mine 





But vou'll sit in a garret 
And nibble a crust 

Though 
And seem like a “must” — 


your products have merit 


Turn out sacget or rhyme 
Winter, spring, summer, autumn 
But you won't make a dime 
Until somebody's bought ‘em. 

By Orville E. Reed 

In Advertising & Selling 














RHYMES ABOU 


The Reporter staff is ace’ 


quests. But several months ag , 


us stumped. One of our reade 
vertising. Intended to use rhynj 
conference banquet. We sent 

zine editors, Harry Higdon ( 
Dreier (St. Petersburg, Flori-',‘. 
Grand Rapids, Mich.), Bus . -e 
(Pittsburgh) and also to Helen 

tion of America. All came throu 
each one had to do considerabl} 


benefit of future inquirers andj 





need fillers, we are reprintin 


on advertising. 








iT PAYS TO ADVERTISE 
What would we do without the ads 
That grace the printed page, 
To publicize the merchandise 
For every class and age? 
lhe messages and pictures that 
Adorn the daily press 
The magazines and billboard and 


The mail to each address? 





How would the people be informed 

Of services they need 

And where the best will cost the 
least 

For those who look and read? 


The art of advertising is 
A real necessity 
To business, government and home, 
In each community, 
And in the commerce of the world 
The merchant who is wise 
Is he who had discovered that: 
It pays to advertise. 
By James J. Metcalfe 
Book of Poems and Prose 
(Garden City Books) 





WORDS ARE LEAVES AND 
WATER FLOWING 


Words and stones and winds and 
stars; 
Sturdy tools to break down bars; 


Wheels and dynamos and springs; 
Artists’ brushes, throbbing wings. 


Words are hands that reach through 
space, 

Filled with friendship’s 
and grace. 


strength 


Words are leaves, and water flow- 
ing; 
Myriad facets of man’s knowing. 


Seeds he scatters on the earth, 
Unknowing what may spring to 
birth! 
By Dolores Cairns 








* ADVERTISING 


omed to receiving peculiar re- 
re received an inquiry that had 
wanted some poems about ad- 
about advertising at an annual 
a hurry-up call to house maga- 
»xenix Flame in Chicago), Tom 
i Peterson (The Jaqua Co., 
well, Mich.), George Kinter 
Iby, of the Advertising Federa- 
in wonderful fashion although 


ligging into old files. So for the 





» house magazine editors who 
ere some of the best material 











(Lines Written on the Difficulty of 
Keeping One’s Mind on a Mystery 
Thrilier that is Continued Back 
Among the Advertisements) 


A body lies imbrued 
With blood on the floor 
The story's continued 
On page sixty-four. 

I rapidly hurdle, 
Reluctant to pause, 

Past trim pantie girdle, 
Past pert up-life bras; 
Past nightgowns revealing, 
Past bright brief sarongs, 
Past ads as appealing 
As sweet siren songs, 


My mind’s in a ruction, 
The clues all take wings, 
Amid the seduction 
Of feminine things; 
And gone are surmisements 
Of who fired the shot, 
Among advertisements 
Where “sex” marks the spot! 
By David Kiser 


Webster has the words, and I 

Pick them up from where they lie; 

Here a word and there a word — 

It’s so easy, ‘tis absurd. 

I merely ‘range them in a row, 

Webster's done the work, you 
know; 

Word follows word, till, inch by 
inch, 

I have a column. What a cinch! 

I take the words that Webster 
penned 

And merely lay them end to end. 

By Don Marquis 


HEAD (ACHE) LINES 


Though Roget's Thesaurus 
Has synonyms fer us 
And Webster’s available, too; 
You can almost depend 
They'll come up in the end 
With Amazing! Sensational! | 
New! a 


Providing a headline 

For that copy deadline 
Means mental exertion undue; 

So ostrich-in-sand guys 

Use three ancient standbys 
Amazing! Sensational! ! 
New! !! 


If the first seems alone 

Add the second for tone 
And the third can be juggled 
in, too; 

So, the reader (what glee!) 

Gets a look at all three: 
Amazing! Sensational! ! 
New! | ! 


Who's back of this sloppy 
Entree for the copy 
Emotionally moving as glue? 
The culprit is nameless 
(The client's not blameless) 
For Amazing! Sensational! ! 
New! ! ! 
By Edw. J. Brodhead 
In Advertising Age 


MORE BRODHEAD ODD HEADS 


(After reading the verses of Edw. 
J. Brodhead in Advertising Age) 
I bow to Ed Brodhead’s 
Collection ot odd heads: 
Amazing! Sensational! ! 
New! ! ! 
But they're a mere sample 
I quote, for example 
Colossal! Stupendous! ! 
Whew! ! ! 


Ot course there are others, 

Their cousins and brothers, 
describing brassieres and 
shampoo, 

Of which I'm disdainful 

Because they're ungainful, 
Like Fabulous! Chic! ! and 
Who's Who!!! 


Such _phrases-bromidic 
Are all homocidic 
To agency, client, and you: 
So, writers of headlines, 
When meeting your deadlines, 
Try something that’s newer 
than New!!! 
By Harry Higdon 
In Advertising Age 


PRICELESS 


You purchase space to catch my 
eye, 
With art and words urge me to 
buy. 
You say, “This product's rugged,” 
or 
“It’s chick,” or “Fits your home 
decor.” 
You steam me up I'm set to 
dash 
Right to my dealer's with the cash. 
But wait! Before I grab my hat, 
How much? You failed to tell me 
that. 
By Orville E. Reed 
In Printers’ Ink 


ADS 


I think that I shall never see 
An ad completely trouble-free; 
An ad that hasn't been revised, 
Improved. stylized, and analyzed; 
An ad superb in composition 
That always rates preferred posi 
tion; 

An art and copy blend supreme; 
The answer to an ad man’s dream! 
Ads are made by fools like me... 
The client makes a 100 G! 

By Avery Giles 


THE AD MAN’S WIFE 


This is the tale of an Ad Man’s 
Wife, 

A tragic glimpse into her life, 

A jibe at the Fates that cruelly 
doom her 

To play the role of the Great 
Consumer. 


Of how her adventurous spouse 

Goes snooping for copy around the 
house; 

While he drives her near the point 
of distraction 

With his “Dear, I'd like to get 
your reaction” 


“What makes vou 1y this brand 
of flour?” 

“What do you think of the Fleisch 
mann Hour?” 

Does your bridge club fall for 
Pink Tooth Brush?” 
ou like this for Baby Mush?” 
night when she reads her 
magazine 
opy man’s light in his eyes 
is seen, 

As he slyly watches to trace the 
cause, 

Should some ad or other make her 
pause. 


“Was it the headline that caught 
your eye?” 

“Or was it that picture of cherry 
pie?” 

“Oh, you silly dear!” says she 
without blinking, 

“It wasn’t the ad — I was just 
thinking!” 


— Yes, thinking that perhaps she 
should have wed 
A plumber, a barber, or cop in- 
stead. 
Condensed from column 
By J. C. K. in Marketing 


WORD BUSINESS 
I'm GRATEFUL for the little I 
know of this word business, 
It's the only game really worth 


a damn 


To take the same letters | use when 


I say 

Give me a package 
STRIKES.” 

What time does the Congressional 
Limited leave for Wilmington 
Del” 

Scallops and bacon for me and 
filet of sole for the young 
lady.” 

These same letters, shaken about, 
changed around, 

put into long and short words, 


i LUCKY 


meaning twilight drowsiness, 

and your hair webbed against the 
fire light, 

Aututin§ leaves crackling or 
white, hushed road, 

sad _ children playing 


Words telling the fullness of my 
heart, 
the hungry emptiness of it. 


Words dancing on the slanting 
bars of sun in the Spring; 
words brushing your lips and the 

black feathers of your eye 


lashes. 


Words with the sea in them, salt 
and sails and shells 


Words baying at the moon in 
agony, 

smiling with the first sweet peas, 

riding on the flurty of January's 
snow. 


Mavbhe there's ull too much 

Il want you to meet Mr. Stevenson 
Let me call a taxi 

Bet you ten dollars.” 


for me to unlearn 


ybe I haven't stirred the letters 
nough, 
nor put them together well enough 
again. 
WAYBE., 


All the same, I sa it's the only 
game worthwhile, 
} 


this word business 


metime I cal nap clouds 
nd roses and larks’ wings, 
shy daring dreams of youth, long 
ing and wondering and ache, 
out of turnstiles and Frankturters 
and overshoes, 
ind asphalt and garbage, Blue plate 
dinners and suspenders 
can make leaves nod and have 
you walk, white and erect and 
beautiful, 
along a foam-crowned ocean, 
tempt your smile and your sad 
young voice, and quick slim 
hands from stuff like that 


Shouldn't I be grateful for what 
I know of this jig-saw puzzle, 
this grand game of words? 


By Holgar Kundbergh 


Sampson, that ancient advertising 
louse, 
He took two columns and brought 
down the house! 
Anonymous 
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How Two Letters 
Elected An Alderman 


By Anon 





Reporter's Note: We are always interested 
in peculiar, or out-of-the-ordinary case his- 
tories . for instance like that Church 
Building story in the February issue. When 
we heard about the accompanying example 
of direct mail in a political campaign, we 
askec the creator of the idea to give us the 
details. For very good reasons, he doesn’t 
want his name or the locality revealed. It’s 
@ good story without the names. 
Realize, as you read this, that actual persons 
were named in the letters. The signatures on 
the two letters were of actual well known 
persons. Some of you may be able to put 
the idea to use in your own community. 





Direct Mail has been widely used for 
political purposes in recent years, but 
most of it suffers from complete ignor 
ance of purpose, methods, and effect 
on the reader. Much of this mail is so 
poor that it is likely to make votes 
for the opposition rather than for the 
candidate who sends it out. 

Here is a case history of the election 
of a political unknown as an alderman 
in one of the country’s largest cities. 
Names and other identifying facts have 
been altered for obvious reasons. The 
ward involved is large and growing 
because of frequent annexations of new 
middle 
skilled 
factory workers, small merchants and 
otfice workers. Average family income 
probably is $3500.00 to $5000.00 per 
year. National origins make a typical 
melting pot pattern but most are third 
There are no 
a high per 
centage of home owners. These people 
could best be described as 100°. Am 
meant 


territory. The population is 


class, heavily weighted with 


generation American. 
very wealthy people but 


erican if by that term its 
the man who goes to work every day, 
raises a family, pays his taxes, saves a 
little for a rainy day, and grumbles a 
lot about local conditions such as holes 
in the street, poor ash collection, and 


a high property tax rate. He could be 


anyone of us. 

The incumbent Alderman had been 
elected by a handy majority, was a 
great talker and fairly well liked be 
cause of his proficiency in solving the 
myriad small irritations of big city liv 
ing for his constituents. The writer 
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had personal reasons for wanting the 
incumbent out of office but had no 
political connections with which to 
tackle the job. 


Problem No. | 
Find an acceptable candidate who 
wanted the job and would put forth 
real effort to get it. 


Solution: 
Personal canvassing among friends, 
neighbors, PTAs and similar groups. 
This turned up a presentable family 
man, a wholesale grocery salesman, 
who had to be sold on the idea 
that he could win. 


Problem No. 2 
Very little political organization sup 
port and cash support practically 
non-existent, 


Solution: 
The writer decided to finance and 
conduct a direct mail effort and let 
the candidate scrounge around for 
cash for any additional effort he 
wanted to put forth. 


Here is what was done. Letter No. 
| reproduced here was sent out one 
week before the primary election. It 
was sent only to those who had voted 
in the previous election as revealed by 
the voting lists. It was mimeographed 
on one side of a plain sheet of white 
paper, folded to standard letter size and 
sent out as a self mailer. A small cam- 
paign card carrying the candidate's 
photo was stapled to the letter so that 
it was the first thing seen when 
opened. Addresses were put on 1”x3” 
gummed stickers and the piece was 
sealed with a precancelled stamp. The 
format and general appearance of the 
piece was designated to carry the idea 
of littke money but a sincere man. 

Every sentence of this letter was 
constructed carefully for maximum et- 
fect on the voter. It speaks for itself. 

Primary results were as follows: 
Total vote was about 50% of a nor- 
mal final election vote. The incumbent 
received 34°/, the writer’s candidate 


Fo TI Er TT ere nite nn renner 


16.4°. and the remaining ten candi- 
dates split the balance between them. 
Since the letter was practically the only 
primary campaign effort, it must be 
given full credit for putting a political 
unknown in the running for the final 
election. 

Letter No. 2 was sent out one week 
before the final election. It was pat- 
terned closely after letter No. 1, but 
certain changes were made because of 
comments and gossip picked up from 
the electorate. The candidate now be 
came personally active, appearing at 
various school, church, labor and voter 
meetings. He felt he had a chance to 
win and because his background was 
in selling, he began to sell himself. 

The results of the final election were 
as follows: The voter turnout was 
about double that of the primary, our 
candidate received 55°% of the vote and 
the incumbent 45°,. It was considered 
an upset of major proportions and the 
political experts immediately began 
searching for reasons. They have not 
found the reason yet because they do 
not know enough about the power of 
direct mail to believe these two letters 
could be responsible. 

Total cost of the campaign, $178.00. 


Letter No. 1: 


WHO IS THE BEST MAN 
TO BE OUR NEW ALDERMAN? 


Perhaps you have been asking this question 
for the past few weeks, and what with 
twelve men running for the job, it’s not an 
easy question to answer. 

To get the right answer we thought we 
would have to know what kind of man 
could best represent us. After asking many 
people, these seemed to be the main re 
quirements 

He must be a long time resident of the 
ward who knows our needs and appreciates 
our problems. 

He must be a man interested in the wel- 
fare of the Third ward first, last, and al- 
ways — and not waste time in Newville 
and other outside areas. 

He must be willing to represent al/ of the 
people of our ward on an equal basis — and 
mot favor any particular group or interest. 

He must be one of us, always willing to 
listen to our problems and act promptly for 
us when we need help 

He must have 
himself without a political income so that 


shown ability to support 
Pr 


he need never depend on his salary as alder 
man for his only livelihood 

We think we have such a man in JOHN 
K. JONES. We urged him to run for alder 
man and after considering it carefully, he 
uid he would. 

John is a native of Pleasantville, 43 years 
old. married, with two children, a boy of 
eight and a girl of four. He lives in the 
heart of the Third ward, at 1643 Broadway 
He is a wholesale food salesman in this 
area, knows the Third ward and its prob- 
lems thoroughly. We think he will make the 
best alderman the Third ward ever had 

John does not have a lot of money for 
campaign expenses and we don't either. 


THE REPORTER OF DIRECT MAIL ADVERTISING 





But the election of a good alderman for 
the Third ward is important — so im- 
portant that we have each chipped in a 
few dollars to send this letter to you and 
others, asking for your vote and the votes 
in your household on March 4th, Primary 
election da 
Your vote for JOHN K. JONES will in 
dicate that you want better representation for 
the Third ward and your vote will get it. 
Sincerely 

John Doe, Malthouse worker 

Street Address 

John Doe, Bus Driver 

Street Address 

John Doe, Bricklayer 

Street Address 

John Doe, Maintenance 

Street Address 

John Doe, Tool & Die Worker 

Street Address 


Letter No. 2: 


THE PRIMARY ELECTION PROVED 
TWO OUT OF EVERY THREI 
VOTERS IN THE THIRD WARD 
WANT A NEW ALDERMAN 

We are grateful that the suggestion of 
JOHN K. JONES to be the Third Ward's 
new alderman has been accepted and ap 
proved in the March 4th primary election 
John was a little surprised and mighty pleased 
with the vote of confidence, and is now more 
determined than ever to do an outstanding 
job for you in this ward 

We'd like to list again the qualifications 
a man must have to be a good alderman: 

He must be a long time resident of the 
ward who knows our needs and appreciates 
our problems. 

He must be a man interested in the welfar« 
of the Third ward first, last, and always 
and not waste time in Newville and other 
outside areas, 

He must be willing to represent all of the 
people of our ward on an equal basis—and 
not favor any particular group or interest. 

He must be one of us, always willing to 
listen to our problems and act promptly for 
us when we need help. 

We think JOHN K. JONES is such a man. 


He is a native ot Pleasantville, of German- 


Irish descent, 43 years old, married, with two 


children, a boy of eight and a girl of four. 
He lives in the heart of the Third ward, at 
1643 Broadway. He is a wholesale feod sales- 
man in this area, knows the Third ward and 
its problems thoroughly. We think he will 
make the tony me the Third ward 
ever had 
As we wrote yuu before, John does not 
have a lot of mone for campaign expenses, 
ind we don’t cither. So we must use this in- 
expensive means of again asking for your 
vote and the votes in your household on 
April 1, final election day 
If you and others who want a better man 
from the Third ward to represent you in 
the Common Council, will vote for John, 
vou won't be disappointed 
Good government begins at home and your 
vote will get good government. 
Sincerely, 
John Doe, Malthouse worker 
Street Address 
John Doe, Bus Driver 
Street Address 
John Doe, Bricklayer 
Street Address 
John Doe, Maintenance 
Street Address 
John Doe, Tool & Die Worker 
Street Address 
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ADVERTISING MEN 
often find a 
good “angle” 


Checking the tensile strength of U.S.E. 
envelope paper. 


to use envelopes to 
improve business 


WHAT 


types and sizes 
of envelopes to use 


WHY 


it pays to use 
U.S.E. Envelopes 


Envelope blanks are precision die-cut. 


Every sale — every purchase — goes through the 
HOW and WHAT stages to the WHY stage . . 
where the buyer must be shown the difference 
between good and “good enough.” 

In envelopes this difference shows up in more attractive print- 
ing with less headaches for the printer, easier addressing, firmer 
sealing, greater security in the mails — and better impressions 
on those who receive your envelopes. 

To help you see HOW envelopes can improve business and 
WHAT envelopes to use, U.S.E. offers the “HANDBOOK.” 
Afd to-help_you convince yourself and your associates that it 
pays to buy good envelopes,-U.S.E. offers the book “What's in 
it for me?” i ™ 

You'll find ya of these books helpful and muneeed 


UW" Be: re ready OQhels you 1? 


U.S.E., which guarantees its envelopes, and your Yavelope supplier. 
Ask him for free copies of the Handbook and “What "Xin it for me?” 


rt, \ 


‘states © 
UNITED STATES << \ 
ENVELOPE COMPANY Springfield 2, setts 


15 Divisions from Coast to Coast 
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A Letter 





About Calendars 


from W. B. Schwartz 





Reporter's Note: We had breakfast with Mr 
Schwartz in St. Louis during the Printing In- 
dustry Sales Conferences. He commented 
on a recent Reporter Short Note about the 
importance of calendars (really direct mail 
: remembrance type direct mail); said 
he had a lot of experience with calendars. 
We asked him to write about it. He 
did . . . in this interesting letter: 





Dear Henry 


The word “calendars” electrifies us 
immediately, tor we've produced mil 
lions of wall calendars in millions of 
man hours, for every type of industry. 
Small wonder, then, that the item on 
calendars in your January “Short Notes 
Department” struck a mighty respon 
sive chord. (You're right, — a calendar 
story in The Reporter should be very 
interesting, we believe). 

As the calendar hangs in its pre 
scribed niche, for constant, almost in 
voluntary reference, the advertising 
message will impress itself on the user’s 
subconscious. Its purpose has there 
tore been accomplished for the ad 
vertiser, and we are content. 

However, and this is natural, of 
course, there is probably no know! 
edge of the careful painstaking plan 
ning, the grueling preparation that is 
the forerunner of the actual produc 
tion of calendars. There can be no 
thought given to the mammoth, multi 
color presses on which they've been 
vizualize the com 


tinning, 


run. One cannot 


plicated collating, binding, 
wrapping and labeling equipment that 
has been developed to finish a calendar 
for its deadline date. The daily casual 
look at a calendar cannot conjure up 
this staggering tact. The 100,000,000 
calendars, referred to in your col 
umn as being used annually, must 
all be rushed through to completion 
for distribution during one short, hex 
tic period at the end of each year. 

Each advertiser, through 
polls and distributor reaction knows 
which type of calendar and 
method of distribution will do the 
most for him and his products, pub 
lic relations and sales-wise. 


There is the twelve-sheet calendar 


resear©c h, 


exactly 





with each month headed by a different 
subject; the single-subject calendar 
with its “apron” of months attached; 
the two, three, six and twelve-months 
at-a-glance calendars, — and many, 
many other variations. 

Calendars may range from simple 
one-color jobs to superb multi-color 
embossed affairs. 

There's no limit to the number of 
subjects that may be used. Some in 
dustries lean to the ever-popular pretty 
girl, from the demure miss in her 
garden to the “cheese-cake pin-up gal”. 
There may be breath-taking color shots 
of local or national scenes. Sometimes 
a living person of prominence is used, 
to tie in with other national advertis 
ing being done. Sometimes different 
services rendered by the advertiser are 
dramatically highlighted each month. 
Or the art may range from exquisite 
reproductions of the old masters to 
modern abstract daubs. Calendars very 
often get over to the users morals 
clothed in home-spun humor, or phil 
osophical messages from the classics. 
The possibilities are legion. 

For reproduction very often expen- 
sive oil paintings or etchings are used; 
or kodachromes; or line sketches; or 
perhaps just simple type. 

Some calendars are distributed by 
the advertiser direct to the consumers; 
others are sold at less than cost to 
eager distributors and retailers, whose 
own sales messages are imprinted. 

Does all this seem fantastic for “just 
Well, then let us quote 
one of our customers w ho summed up 


a calendar’? 


the advantages to them and to the 
folks using their calendars thus: 
“Some day in early December ot 
each year, a housewife in Burlington, 
N. J., will take from her mail box a 
cylinder 18” long and about as round 
as a quarter; in an office in Wall 
Street a secretary will hand her em 
ployer a similar package; in Junction, 
Texas, a rancher on his weekly visit to 
town will discover one in his post 
office box. Elsewhere throughout the 
world, under circumstances, 
countless people will receive the same 


various 


packages. When they arrive they'll be 
recognized and welcomed immediately. 

“As an advertising medium all cal 
endars, regardless of whether they are 
the large wall type or handy wallet 
size, have an outstanding advertising 
value. They carry the sender’s name 
right into the recipient’s home or place 
of business, and keep it there. Statistics 
prove that the frequency of reference 
to a calendar is second only to that 
with which a_ person 
watch. 

“We cannot estimate the value of 


consults his 


having our trademark prominently dis 
played in homes, 
courthouses and the 
seen millions and millions of times 


ottices, factories, 


like, where it is 


each year”. 

Now that we've said a few things 
about calendars generally, please glance 
through this little booklet describing 
some of our activities specifically. Are 
the statistics a bit anticlimactic at this 
point? Maybe so, — but they're true. 

Cordially yours 

DITTLER BROTHERS, INC. 
(Signed) 

W. B. Schwartz 

Vice President 
Editorial Note: This little booklet re 
ferred to is indeed interesting. Just 
twelve 3” x4” pages. Tells how a 
complete calendar is produced and pre 
pared for mailing in Dittler plant 
every 27 seconds. Explains all the steps. 
If you'd like a copy for your idea file 
write to W. B. Schwartz at Dittler 
Brothers, Inc., 120 Hunter St, S. E. 
(P.O. Box 1123) Atlanta 1, Georgia. 

. > > 

Incidentally, the P. 1. A. Professional 
Conference at St. Louis was a stimulat 
ing aftair. Top printing plant sales 
executives from all over the country 
studying for two days all the angles 
of better selling. Our old triend, Frank 
Rauchenstein of Cavanagh Printing 
Company was Chairman of the Con 


ference. 








MAKE CONVENTION TIME 
VACATION TIME! 


Boston, Mass., Statler Hotel 


Mail Advertising 
Service Association: 
October 9 to 12 


Direct Mail Advertising 
Association: 
October 13 to 15 
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| WISH 
’D SAID THAT 
by Hubert S. Foster 





Reporter's Note: In our first short note on 
page 9 we mentioned the coincidence of find- 
ing three talks or articles along the same 
line. Here’s the third . . . a natural follow- 
up to Paul Bringe (page 18) and Joe Kess- 
linger (page 23). This one come from under 
the thinking cap of Hubert (Hank) Foster, 
long time crusader for better direct mail in 
his Better Impressions, famous house maga- 
zine of The Mead Corporation, 118 West 
First St., Dayton 2, Ohio. Ruad this care- 
fully and ask yourself “Are you seeking new 
ideas ... or are you mimicking competitors?” 





There was a time, in the business of 
advertising, when an advertiser, read- 
ing a particularly persuasive piece of 
copy or a_ particularly adroit sales 
argument by a competitor, would have 
observed pensively: “I wish I’d_ said 
that!’ 

Today, if our reading of printed and 
published advertising is a criterion, 
the chances are that he will say es- 
sentially the same thing as soon as 
he can get it into print. 

Copy, unfortunately, is not the only 
phase of advertising in which imitation 
of this sort — it is seldom plagiarism 
— manifests itself. It is similarly ap- 
parent in art, in packaging, in the 
basic style of advertising, in the for- 
mat of printed advertising, and even 
in marketing, merchandising, and 
personal salesmanship. 

Needless to say, this business of 
mimicry is not a general trait. The 
mails and the publications still carry 
ample evidence of the fact that there 
are more advertisers who continue to 
say “I wish I'd said that!” than there 
are advertisers who say “I think I 
will!” On the other hand, the trend 
towards imitation so clearly exists that 
only those who are avid collectors of 
singular coincidences would even think 
cf disputing it. 

What's behind this trend? 

More often than not, in our opinion, 
it is competitive fear . . . the com- 
pletely indefensible theory that a sure 
way to meet competition Is to ape 

. the dangerous popular fallacy that 
imitation is the sincerest form of 
flattery. 

Whatever the cause of the trend, 
the trend itself, if it is permitted to 
spread, is a genuine threat to the po 
tential impact of all forms of adver- 
tising. 

When an advertiser, determined to 
be original, succeeds in creating, say, 
a new style of advertising, the first 
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A treasury of graphic ideas 


for fine business stationery 


based on the tabulated results of the nationwide 
Neenah Test of Letterhead Preferences. 


This portfolio is a “thought-starter” for executives, 

printers, and designers who are responsible for selecting 

or designing letterheads. It shows the basic elements of 
letterhead design that were actually preferred by thousands 


of executives and professional men. 


lt will help you answer such questions 
as: Should we design a monogram or 
emblem? Should we show a picture 


/ ey 
of our plant or product? If so, Vecpea ie 


in what art style? Should our company TAL BUSINESS PAPTRS 
name be set in type or lettered, koe 
and in what style? 

You can get your free copy of the 


“Neenah Guide to Preferred Letterheads” from your printer or lettershop. 


NEENAH PAPER COMPANY Neenah, Wisconsin 





FULL COLOR 
POSTCARDS 
for less than I¢ apiece! 


+z Made direct from your trans- 
parency, Crocker’s full four-color 
postcards with theirexclusive Mirro- 
Krome finish are ideal for direct 
mail, dealer promotions and many 
Write today for free 
samples and price list. 


other uses 


Department R-3 


H.S. CROCKER CO., INC. 


SAN BRUNO + CALIFORNIA 





“iae* 


K 


YOU'LL PROFIT 
FROM THE BEST 


INDUSTRIAL LIST BUREAU 
45 Astor Place, New York 3, N.Y 


> desianed Headinas, |, 2&3 
Natt WA we ideas for arrangement 
Hetterhe Ss of copy. illustrations. lettering. 
$150) & color —a “reference book” for 

those who desién. produce sell 
or use Letterheads. LETTERART, CARMEL 6. IND 


“JAMPLE SECTION MAILED ON REQUEST 


RT WORK BY 





competitive advertiser who imitates 
his style impairs its effectiveness for 
both. When other comp ‘itors join the 
act, and when the new style of adver 
tising is also adopted by advertisers in 
noncompetitive fields, it should be ap 
parent to anyone that the style is no 
longer new and, possible, no longer 
eltective. 

The ethical pharmaceutical industry 
is one of the biggest and most con 
sistent users of advertising. 
Not long ago, one of the advertisers 
in this field mailed a sample with a 
folder which s*mulated a note in the 
handwriting of a child. The folder was 
quickly and widely effective .. . so 
much so, in fact, that our doctor, who 
occasionally reports such things to us, 
said that he had received no fewer 
than eight folders, each based upon 
a similar idea, within six months of 


printed 


receiving the first. He added that each 
succeeding folder impressed him less 
and irritated him more, and that the 
originality of the first was so dimmed 
by the lack of originality of the others 
that all eight became downright dull. 

It is our theory that the average ad 
vertiser, and certainly the creative ad 
vertising people he employs, prefers 
to be original, but that he prefers, more 
readily, the originality of his competi 
tors and the creative advertising people 
they employ. It is at this moment that 
he swallows his pride and lets his par 
rots out of their cages. He isn’t vicious. 
It's his fear of competition that is 
vicious. 

The power of advertising is great. 
That power must not be weakened 
by denying creative people the right to 
be original . . . to seek and find new 
ideas in the products of the advertiser. 

“Tl wish I'd said that!” is infinitely 
more flattering to a competitor than 


Mal 


imitation. 


duction for books. mag 


Here are some of the things you can obt 
Preliminary sketches and finished drawings ready for repro- 
azines and advertising Comprehensive 
dummie . 

a for the Preparation of folders, booklets, letterheads 
catalogues, house organs, annual reports and similar adver- 
tising material. Made from your 
dummies will include a general v 


CHARITIES TO 
BE REGULATED 


On February 16, 1954 three separate 
bills were introduced in New York 
State Legislature aimed at combating 
the fake charities which last year 
milked New Yorkers out of an esti 
mated twenty five million dollars. 
Those bills are the results of the hear- 
ings conducted by the Tompkins 
Rabin Joint Legislative Committee on 
Charitable and Philanthropic Agen 
cies. (See January 1954 Reporter, page 
19, for full description.) 

The measures received the unani 
mous approval of a seventeen man 
committee and will probably 
have smooth sailing to final exactment 
because of bipartisan support. Here’s 
what the bills, if enacted, will ac 
complish: 


1. Require the registration of charity 

organizations and submission of 
financial statements, make out-ot 
state charities subject to state laws 
attorney general 
power to them through 


criminal action or injunction. 


and grant the 
entorce 


Deal with professional fund raisers 
and solicitors similarly by requiring 
registration of both instate and out 
ot-state operators. 

Make it an offense to use the names 
of persons for solicitation purposes 
without their permission. 


The Tompkins - Rabin Committee 
worked eleven months on the invest 
igation and they summarized their 
findings or recommendations in these 
six points: 

1. All agencies, except religious 
groups, which solicit funds tor char 
itable purposes, should be required 


to register with a designated state 


=) | 





PRELIMINARY SKETCHES 


ain from me by mail 


typewritten copy, these 
isualization of an attractive 








Dependable Service by Mail 
to all Parts of the Country 





manner of presenting your message both as to design and 
color. They will include recommended type faces Siam ideal 
for the piece and your copy will be scaled to fit aype ones 
Photographs will be scaled and shown in size and Position 
and cover design or other needed art work sketched in pos 

tion. The dummy or sketch that I will prepare from ree 
copy will visualize for you how your printed piece will look 
and serve as an accurate estimating guide for your printer 
and engraver. Send me your material and I w 


ill quote 
and time needed for delivery of your work fe latent: 


AND 





department. Registration should in 
clude statement of aims and pur- 
poses, date and place of incorpora- 
tion, location of offices and branches 
in New York, briefs of solicitation 
campaigns, and names and addresses 
of officers. 

. All charities should be required to 
file with the department an annual 
sworn statement of income and ex 
penses, together with samples of 
literature and brochures. 

. The department should also issue 
annual reports on the registrations 
and to make these reports available 
to state and local authorities, the 
press and general public. The de- 
partment should also ‘be given 
power to make necessary registra- 
tion regulations. 

. The consent of sponsors whose 
names are to be used in any public 
campaign for funds, should be ob 
tained in writing. 

. Professional fund-raisers should be 
registered. 

. The attorney general should be 
given specific power and duty to 
apply to the Supreme Court for an 
injunction against any fraudulent 
charity operation and, if necessary, 
for the revocation of its charter. 
This reporter has checked with a 

number of reputable fund raising 
organizations. They see nothing wrong 
with the proposed legislation. They 
have nothing to hide and think that 
open disclosure will help to drive out 
the racketeers. 

In our opinion, we see no reason to 
exempt religious groups since some 
frauds have been uncovered in this 
category (with racketeers masquerad 
ing under religious banners). The 
authentic reputable religious organiza- 
tions have nothing to hide . .. so 
why be exempt? 


We understand that the New York 
Joint Committee will be continued tor 
another year . with more hearings 
and possibly additional legislation rec 
ommended to supplement or strength 
en the bills already presented. 

Many of us in direct mail are hop 
ing this is a step in the right direc 
tion . . . to heal the public black eye 
received by the medium during the 
last months of 1953. “Things” may get 
back to normal in the business of 
soliciting funds by direct mail. 


A FAREWELL 
TO CARBON PAPER 


Secretaries who have to type letters 
“in triplicate” for the boss may be in 
for some good news — no more fuss 
ing with carbon paper. 

The news comes with the announce 
ment that National Cash _ Register 
Company of Dayton, Ohio, has de 
veloped a new paper for making multi 
ple copies without carbon tissues or 
spot carbonizing. 

It's appropriately called NCR (No 
Carbon Required) Paper. There are 
two different chemical coatings on the 
paper — one on the back of the first 
sheet, and another on the front of the 
second sheet to be duplicated. The 
number of these two types of sheets 
used depends upon how many copies 
are needed. 

Impact of a typewriter, or pressure 
ot a pencil on the first sheet drives the 
chemical coating on the back of the 
first sheet into contact with the coat 
ing on the front of the second sheet. 
This causes an immediate chemical re 
action which turns the second sheet 
coating into a sharp blue impression. 

The back of the second sheet is also 
coated with colorless chemical which, 


HOW TO WIN NEW MAIL 
ORDER CUSTOMERS IN 
VOLUME FROM 
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MAIL ORDER LIST SERVICE, Inc 
8 Newbury St | ton 16. M 
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HOW TO BUILD 
A PICTURE MORGUE 
Of Available Re py: 
et ecaen $3 00 
PROOFBOOK 
Yearly Subscription 
Send for Free Proofbook 3A 


EVYE-CATCHERS, INC. 
207 E. 37 St., N.Y. 16, NY. 





SALES LETTERS 


Letters with “instantaneous appeal,” that 
beckon to be read, that impel end sell. 
One series 27 years old. Send for circu- 
lar ‘R’. Please write on letterhead. 


“Ghat Fellow Botta 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 








Ralph E. Harris Associates 


** Hooven letters « Addressing 
© Photo-offset printing « 
© Multigraphing « as 
Addressograph Plates Embossed 


914 Wainut Street,) MArket 
Philadelphia 7, Pa. } 7-7152 
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FINISHED DRAWINGS DIRECT TO YOUR DESK BY MAIL FROM MY STUDIO AT HOME. 


YY YY 





DISCOVER 
New Selling Tools 


EOS 


May 10, 11, 12, 1954 


Grand Ballroom and Adjacent Ballrooms 


HOTEL BILTMORE 


New York City 


Request Guest Tickets or Exhibitor's 


Color Brochure on company letterhead. 


Thomas 8. Noble, Chairman 


ADVERTISING TRADES INSTITUTE, Inc. 


270 Park Avenue, New York 17 
MUrray Hill 8-0091 


Next Advertising Essentials Show 
Nov. 15, 16, 17, Hotel Biltmore, New York 








| Questions & Answers 
About Direct Mail 


ew booklet explains how 

etn re customers Dy 

nails. Contains prac 

jeas. Write for your 
complimentary copy on your 


terhead 


EDWARD W. OSANN 


reative Letters and Advertising terature 
Since 1910 


Member 
Direct Mail Advertiaing Association 


175-35 88th Ave., Jamaica 32, N. Y 
REpublic 9-2244 

















List For Sale 


25,000 wners § livestock farms across 
ntry. Nemes secured from adver 
nm agricultural publications. Now 
5 wd List last mailed t n 


1953 


Sale price $22 per M 


Will also rent at $14 per M. Empties re 
turned. Can also handle addressing, stuft 


ne metering mailing 
d 7 


BOX 4701 
JACKSONVILLE 1, FLORIDA 














in turn, passes the impression to the 
front of the third sheet, etc. Series of 
the two chemically coated sheets can 
produce up to seven duplicates with 
an electric typewriter, four by pencil 
or pen. 

lhe chemical process applied to the 
paper sounds complicated to make, and 
is. More than 40 different patents cover 
the special process and materials used 
in it. The new system is a result of 
reasearch which began in 1939, 

Three leading paper mills are now 
turning out NCR papers in white, 
goldenrod, canary, pink, green, and 


blue tor top sheets. 


Mead Corporation in Dayton is pro 
ducing the specified grades with both 
coatings. Appleton Coated Paper Com 
pany, Appleton, Wisconsin is apply 
ing the special coating to paper made 
elsewhere. International Paper Com 
pany, New York, N. Y., is applying 
the second sheet clay-like coating to 
paper supplied by National Cash Reg 
ister Company. 

Although most of the pilot produc 
tion has been on National Cash Regis 
ter Company NCR business forms (16 
and 18 lb. bond), they plan to in 
crease production of standard typing 
papers shortly. Lighter weights will 
be made. 

With prices scaled for competition 
with present duplicating tissues, it 
could mean a farewell to carbon paper. 


MISREPRESENTATION 


A furniture store in a certain New 
England town is building a lot of ill 
will with an ill-conceived mailing pro 
gram. 

Householders receive a letter con 
taining a dolled-up check for $25 (sub 
ject to conditions described thereon). 
The letter starts: “Dear Contestant” 
Congratulations! Your entry in our re 
cent Comics Contest has been awarded 
the enclosed $25 Merchandise Credit 
Check. You can use this special prize 
winning $25 Merchandise Credit Check 
for its full value towards the purchase 
of any,” etc., ete. 

Naturally, the check can only be 
“cashed” at the furniture store at the 
time of a purchase. 

Sut the biggest musrepresentation 
with this check stunt is: that the reci 
pient (who sent us the story) had not 
entered the contest and had never 
heard of the contest. 

Maybe this is a brand new mer 
chandising idea, but it doesn’t seem 


to make sense. 


A “SUNDAY 
SUPPLEMENT” 
FOR DIRECT MAIL 


If you would like to advertise in 
newspaper Sunday supplements, but 
the mere thought of doing so is nipped 
in the bud because of their staggering 
cost... then here’s a new direct mail 
idea you should investigate. It offers 
the elements of popular newspaper roto 
sections at a pittance of their cost. 
The direct mail “Sunday supple 
ment” is Graphic Review, a roto sec 
tion self-mailer, syndicated by Mich 
ael Mannion Advertising, 185 North 
Wabash Chicago, _ Illinois. 
Four pages of tabloid-size gravure 
spotlight pictures of interesting places 


Avenue, 


and human interest items. 

Between the pictures, plenty of area 
is left open for the miailer’s selling 
message. Masthead is left open tor 
company name and publication title. 
Other advertising areas spotted include 
a full page for the big selling story, 

third page, two quarter pages, and 
editorial column and a dotted coupon 
area to motivate reader action. 

The Revieu 1S offered to adver 
tisers on a_ restricted one-to-an-area 
basis. Each edition is entirely new in 


format, space allotment and position. 


As for quantities and prices, Man 
nion tells us the Review is “offered at 
down-to-earth prices in quantities as 
low as 2500.” They'll also imprint the 


masthead at nominal cost. 

Write to them and you'll receive full 
information and a sample tormat on 
heavy stock so you can make your own 


rough ad layouts. 
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DMAA “BEST OF INDUSTRY” ON DISPLAY 


SHOWING THE LEADERS. Canadian Industries Limited, Montreal, have 
@ permanent exhibition hall which might be likened to the Dupont 
exhibit on the Boardwalk at Atlantic City. The shows change every 
two or three weeks. During the first part of February 1954, the 
exhibition hall was turned into a direct mail display. On specially 
built tables (as pictured) were portfolios of the 60 award winners 
of the Direct Mail Advertising Assn. 1953 contest. Also present were 
the 25 Canadian Direct Mail Leaders mounted on panels made avail- 
able by Provinicial Paper Limited, Toronto. There was also an equip- 
ment display with actual working models. During the eleven days 
the exhibit was open to the public, 7,759 visitors were recorded, a 
daily average of 705. The Advertising and Sales Executives Club and 
Direct Advertising Company (both in Montreal) helped to promote 


attendance. 


HERE’S THE SCENE in the Walnut Room of the Berkshire Hotel, Read- 
ing, Pennsylvania . . . taken during Beaumont, Heller & Sperling, Inc.'s 
25th Anniversary Exhibit. The Reading advertising agency featured 
the 60 DMAA 1953 contest winners on national tour. Included among 
the winners were three of the agency's campaigns for Pennsylvania 
clients Fairy Silk Mills, Shillington; H. Leh & Company, Allentown; 
and James Lees and Sons Company, Bridgeport. Another trio pre- 
pared by B. H. & S. captured merit awards. The anniversary exhibit 
was promoted by a maroon and black invitation folder with a large 
figure 25 emphasizing the significance of the occasion. The invitation 
was followed up by a calendar-type reminder card. The whole exhibit 
room was designed around the “25th” theme .. . with the same 
colors used in the promotion mailings. The program was a perfect 
example of how to put on a local showing of the DMAA winners. . . 
more than 400 persons attended from Reading and eight central 
states. 





wittA MADDERN, inc. 


CHARTER MEMBER 
National Council of Mailing List Brokers 
215 Fourth Ave., New York 3, N. Y. 





Witla Maddern announces... 


FRANK FRAZIER 
DMAA Executive Director 1948-53 
has joined WILLA MADDERN, Ine. 
as Manager of the firm’s new 


DEPARTMENT of LIST RESEARCH and ANALYSIS 


SPECIALISTS IN 


The Rental and Representation 
of Direct Mailing Lists for more 
than fifteen years. 














tr He Read A Sales Letter HERE’S A REAL 
So wenstten by Shurtleff | | MONEY-MAKER! 


: a 


er “most unusual letter writing 
\ : service Shurtleff letters ar 


ranteed todo the job. Although Al Hirshfield of Economy 


a FLAVEL H. SHURTLEFF Novelty & Printing Company, 22 
UL —s«1128 Wilson Avenue, Peoria 4, IMlinsis West 39th Street. New York 18, N. Y 


has had this gimmick on hand for 


. ~~ 
+) 











years . . . nobody paid much atten 


P t | to it until it was used recently as an 
Os a gram NBC-TV merchandising promotion. 


Success of the promotion made Al 
YOU GET ATTENTION realize, as he says, “We had a 

WHEN YOU MAIL A GIANT “POSTALGRAM 
TO YOUR MAILING LIST THE POSTALGRAM IS 
AN EVE-OPENING 12° X 18 LARGER THAN Dhe “Mone* Maker” consists of two 
A DOUBLE PAGE SPREAD OF THIS MAGAZINE 
SEND FOR SAMPLES AND PRICE LIST 


MAILOGRAPH CO. INC 
39 WATER ST. NYC the rollers in an “s” formation. Dollar 


sleeper’ ° 


wooden rollers in a small plastic frame. 


\ strip of biack satin is wound onto 


BOWLING GR 9-777? bills are pre-loaded in between the 








satin strip trom one side. When bill 
sized blank pieces of paper are fed 
TOP NEGRO NAMES into the other side, out come the real 

wip Seti 9 Se bills giving the illusion that bills 


are printed by the machine. 


Gordon Lane, NBC-TV merchandis 


sand in des 
ing manager, used the gadget as a food 


Calvin News Service : 
dealer promotion . . . to get dealers 


to feature Wesson Oil as a tie-in with 
Wesson sponsored Haw kins Falls” on 
NBC-TV. NBC field men delivered 
the “Money Maker” in a small box 


labeled: “You Can Make Money With 

for foreign mailings W On 

Send for brochure explaining services. esson VU . 
FOREIGN POSTAGE SERVICE full directions on how to operate the 

6 Lohey St. New Hyde Pork, WY. + Floral Pork 2-2915 “Money Maker”, fake bills, and bill 


sized sheets of paper plugging the 


The box also contained 





\l also says that NBC used the gad 


SERVING U. S. IN 2 
CANADA get tor local sponsor promotion for 


° ial their “Bob Hope Show’. Salesmen 
selling local spot commercials for the 
show left the “Money Maker” with the 
prospect. Results were so good, says 


phone New York Office \l, that Economy Novelty & Printing 


HERBERT A. WATTS LIMITED 
421 Hudson St. (8th FI), N. Y. 14, N.Y ~ - 
Telephone: ORegon 5-0220 the “Money Maker” costs $1.00 a piece, 


or our Head Office } . I] } 
act it Ne ms weil wortn it. 
177 King St West, Toronto, Canada | the im pac oS " 


| E 
Volephene: EMpire 6-1168 The “Money Maker” is so realistic 


Company got two immediate re-orders. 
Every executive wanted one. Although 











Tlassau Photo-Engraving Co. 


ay 
SERVICE + QUALITY + CRAFTSMENSHIP 4 o» 


& 


DAY AND NIGHT 


183 FIRST STREET 254 WEST 3lst ST. 





MINEOLA, N. Y. NEW YORK 1 
GArden City 7-0555 PEnnsylvania 6-0817 


that Al had to do some quick explain 
ing a tew months ago. It he didn’t, 
he might have had to do some quicker 
explaining to the law. 

While down in Miami, Florida, he 
stopped into a restaurant. After the 
meal, when the waitress brought his 
check, Al calmly pulled a blank bill 
sized piece of paper from his wallet 
and placed it on the tray. 

“What's this?” demanded the wait 
ress, giving Al a funny look. 

“Oh, I'm awfully sorry,” Al apol 
ogized. Without batting an eye he 
took out the “Money Maker”, ran the 
blank of paper through, and handed 
the startled waitress a crisp new tive 
dollar bill. 

She backed away silently as though 
\l was Public Enemy No. 1. He saw 
her head straight to the manager with 
the bill. The manager looked at it, 
held it up to the light, crumpled it, 
smelled it, checked the serial number. 

Before the manager had a chance 
to reach for the phone, Al stepped in 
and explained the gag, showing him 
the “Money Maker”. Like Al says “We 


have a real sleeper. 
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THE POST 
OFFICE MESS 


In spite of the Carlson Report (see 
February Reporter, page +), and re 
acting to pressure from Administra 





tion the House Post Office Committee 
jammed through (by a vote of 13 to 7) 
an ill-considered “compromise” postal 


rate bill. It was sent to Rules Com 








mittee which will decide when it will 


: - * 
ge to the floor of House for discussion creative desig ri 


and vote. The bill is abot as bad as 
expected. ' A Tension “Plus” To Make Your 
Hate to waste precious spate to — Envelopes More Compelling! 


print the details but the proposed Aad : Let Tension put “personality” in your envelopes 
schedule of increases should be in the is Ficld through the use of creative design. Our large stoff 
records for your information. Read Se we = of experienced artists know how to make envelopes 
sparkle. They know the secrets of envelope illustra- 
: tion that make your mail “stand out” — crouse 
gressman how you feel about it, espe g interest and bring back replies. They know how to 
cially since no one seems to be paying FV > design envelopes to package your products for fast 
any attention to the $100,000. Carlson . identification and rapid turn-over. 


it...and weep. Then wire your Con 


\dvisory Committee report. (Don't cvs In addition to this outstanding service—Tension offers 
other Congressmen. “Tension Inventions Envelopes tailored specifically 


bother wiring 
to do new, unusual jobs . . . or old jobs better! 


y 
They usually don’t pay any attention 
to messages other than from their own 


voters). = TENSION ENVELOPE Corp. 


FIRST-CLASS MAII (See the od below.) 
The bill as reported increases from 3 cents . 
to 4 cents the rate on the first ounce of first 
class letter mail for delivery outside the office 


ot mailing. 3¢ f ach additional ounce 


AIRMAII 
Domestic airmail is increased from 


cents an ounce 


SECOND-CLASS MAII ¢ | ENVELOPES To Save 
pag 4. <c— pte j ee ae ae ENSION You el tole Speed Service, 
bill will incr the rates on second-class INVENTIONS Help Prevent Mistakes! 


mail in 3 iwmerements of It percent, etfectiv« 


April 1, 1955, April 1, 1956. and April 1, 


1957. These increases are based om the rat BOOK\ /ELOPE This is "BOYND” 


in ettect prior to Public | 233, &2d Con 

] nl | } 
gress, and are applied on the portion of pub = ~ T ( ; t R It | 
heations for delivery outside the county of Vo O e e€su Ss: 
publication. The increases do not affect pub 
lications of non-profit religious, educational, SETBA ; D SEA A Tension Envelope 
scientific, philanthropx agricultural, labor, ALLO rR - pe 

“ee a Combined with Detachable 


veterans , iternal ryanizations of as 


sociations i - = Order Blank To Bind 
(2) The publication, or portions thereof, — - in Your Catalog 


delivered outside the county of publication 


1 as explained in 


on which rates are increased 
paragraph (1) above, will be subject to a t i 
minimum charge of one-fourth cent per copy, t (You can even trim it with the pages!) 
compared to the present charge of one-eighth 
cent. The one-eighth cent minimum remains Now your order blank and return envelope 
the same as present for publications of the can be part of your catalog! Bind them 


non-profit associations or organizations listed with your catalog. Trim them with your 
above . catalog. The straight edges of the “Book- 
THIRD-CLASS MAI ~~ T° velope” guide through a stitching machine 

(1) The rate for individual pieces of third — easily. The distinctive “setback” seams 
class mail is increased from 2 cents for the } } eliminate one thickness of paper keep 
first 2 ounces, plus | cent tor each additional x . your catalogs from “bulking up.” You'll 
ounce (or in some cases, | cents ter each ; we 
) : > discover the “Bookvelope” is easier for you 
£ ounces) to 5 cents for the first 2 ounce 


plus cents tor each additional ounce or to use easier for your customers to use 


etiam, deanna They appreciate the security a fully-sealed 
2) The rate on third-class matter mailed i envelope provides when sending their pay- 

in bulk is increased trom 14 cents per pound ment. If you sell through oa catalog 
and | cents minimum per piece to 16 cents you'll want to see a sample of the “Book- 
per pound and |'% cents minimum per piece 
L ' . velope.” Write for it today! 
(3) The fee tor a permit to send third qENS!lOy P y 


class mail under the bulk mailing rate is im “¢ oy 
(Contianed on page 58) Wve.orP®” “TENSION ENVELOPE CORPORATION 


New York 36, N.Y.—522 Fifth Avenue Des Moines 14, lowa—1!19!12 Grand Avenue 
MARCH, 1954 St. Lovis 10, Mo.—500! Southwest Ave Kansas City 8, Mo.—!9th & Campbell! Sts. 
Minneapolis 1, Minn.—129 North 2nd St Ft. Worth 12, Texas—5900 East Rosedale 





HOW MANY ; 


mailing pieces must you send out to make 
your operation profitable? 1,000 . or 
1,000,00 pieces a year? 


50 a vear, with 


i S-month permit 


of third-class mail 
umum charge of 5 
merease oOo 2 cents per 


cue 


scribed by th ostmaster General, wall be 


The ninmum = « ve on third-clas 
matter mailed at bu ut without individ 
ua acai ’ ! ver under regulations 


do you mail (and follow up customers and 
prospects) to stay ahead of competition? 
2 times or 12 times a year. 


HOW MUCK 


does it REALLY cost to address your mai!- 
ings? Have you figured 
Costly equipment? 
Expensive, skilled operators? 
Ever-mounting maintenance costs? 


“GARBO-SNAP” 


addressing labels WILL solve your address- 
ing problems. Requirement: Your type- 
writer ... your typist “CARBO-SNAP” 
Find out how, ask for free samples and 
the complete story. 

DEPT. 3 





250,000 


Catholic Men and Women 


Here is a national list which consists of 
@ quarter million names. 70% of these 
families live in the East. Because most 
of the names are those of members of 
the various church societies it is different 
from any other Catholic list. That is why 
it is used by nearly everyone of the 
leading Catholic welfare organizations 


85,000 


Catholic Families 


These quarter million men and women are 
members of the 85,000 families whose 
names appear in our master card files. In 
other words, these cards record the names 
of from two to six members in the fam- 
ily. This has made it possible to divide 
the list into seven classifications, as fol- 
lows: Catholic Executives — married wo- 
men — single women — wealthy widows 
—wives of executives — elderly people— 
contributors. 


Semi-Private 


Since the names have become available in 
various classifications they are also being 
used by scores of publishers—high-class 
retailers — department stores — etc. Evi- 
jently that’s because they are so differ- 
ent from those which appear on the usual 
prospect list. It's no wonder the number 
of repeat orders is running much higher 
than on any of our commercial lists. You 
can learn more about this service by ask- 
ing for a copy of ovr RDM folder. Natur- 
ally, it’s free. 


Catholic Laity Bureau 


Investors Listing Company 


45 West 45th St New York 36, N.Y 











cent 
7 
(6) 0 T t race in bulk 
rates « | l-class " Ings t books and 
iMalogs ol pe sol hore secds, cutting 


bulbs, roots, scioms, al plants not exceeding 


‘ 
X ounces gl vy oon mailings of non 


rotit religio ducational, scienufic, phil 

nthropiac, agriau ra veterans , or traternai 

eanization Ww associations 
Reporter Comments: 

(1) Who knows 
should xo up? 
sent accounting system, first class 

“profit” 


whether first class 
According to pre 
is only one showing a 
According to Price Waterhouse re 
Carlson Committee it 
shows a loss. Which 
Why not find out? 
Why continue to subsidize within 
publishers? They are all 
financially. They 
with practically tree 
mailing privileges. No comment 


port to 
is right? 


county 
doing _ nicely 


should 


on other second class proposals. 
We still think second class should 
be self supporting or the “sub- 
sidy” be credited to Post Oftice 
out of taxes. No exemptions tor 
non-protit organizations, 
Third class is a balled up mess. 
The small mailer, without a bulk 
permit, will pay as much for a 
third class (delayed) piece as he 
does tor a first class local letter. 
Alice in Wonderland would have 
admired this astute thinking. 
The |%c minimum bulk has been 
retained (temporarily) but why in the 
name of the gods of logic should an 


unaddressed “patron” piece be taxed 


an extra ! 


c when simplified address 
ing was originated to save time and 
work for the Post Office? One halt 
cent less would be more appropriate. 

And look at the new annual fee for 
bulk mail. OK for mass mailers per 
haps, but what about little guys who 
only mail a few thousand a month or 
year? If they don't pay $50 or $60 
a year they will have to pay 3c each 
for their third class. 

According to one of the advertising 
papers, direct mai has tew triends in 
Congress. This abortive _ bill 
looks like that’s true. Perhaps your 
wires will help to change the picture. 

But don't let your blood pressure go 
maybe the Senate 

litthe more calm 


present 


up too high 
Committee will be 


and logical. 


The Wichigan Paper Company, 
Hlainwell, Michigan 


SEVERAL PAPER 
COMPANIES EXPAND 


Recent expansion activity in the 
paper industry has been tremendous 
with several companies purchas 

ing others. 

W. C. Hamilton & Son of Miquon, 
Pennsylvania, has bought the Michigan 
Paper Company of Plainwell, Michi 
gan from the Evening News Associa 
tion (Detroit News) and Booth News 
papers, Inc. Hugo H. Hanson, 
ton chairman of the board, 
that they will operate the Michigan 
mill as a wholly-owned subsidiary with 


Hamil 
announced 


no change in management, personnel, 
or policies affecting customers. Allen 
B. Milham continues as president and 
general manager of Michigan, with 
Ray Barton in charge of production. 
The acquisition of the Michigan prop 
erty, (which has a daily production ot 
160,000 Ibs.) will 


overall output of papers by 50% 


boost Hamilton’s 


making their combined daily produc 
tion more than 460,000. Michigan 
Paper Company's production will per 
mit Hamilton to extend their lines of 
text, offset, English finish, antique and 
other papers. 

Strathmore Paper Company, Spring 
field, Massachusetts, is another com 
pany acquiring 
They've bought the Keith Paper Com 
pany of Turners Falls, Massachusetts, 
makers of text and bond papers. 

And Munising Paper Company, 
Munising, Michigan, has been sold to 
Kimberly Clark Corporation of Nee 
nah, Wisconsin. The Munising addi 
tion will extend Kimberly Clark’s pro 
duction of sulphite bond and _ other 
papers. 

Incidentally, it’s been reported that 
Brown & Bigelow, advertising specialty 
firm of St. Paul, Minnesota, is 
negotiating purchase of Bigelow-Mc 
Gill Paper Products and Quality Park 
Envelope Company . both envelope 
manufacturers in St. Paul. 


expansion facilities. 
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CONSUMER LISTS FOR BEST RESULTS - P (JN T Q)N - “The House of Direct Mail” 


4,000,000 
BUSINESS EXECUTIVES 


Write Dep't “‘R’’ for FREE Catalog, , 


W. S. PONTON, INC. 


SILLY 
REASONING 


Editor & Publisher is a most repu 
table trade paper. It is the BIBLE of 
the publishing industry. 

It is too bad Editer & Publisher has 
to stoop (infrequently) to lowdown 
media bickering. 

An editorial in the January 23, 1954 
issue was recently called to our atten 
tion. Three paragraphs are devoted to 
blasting the new “simplified address- 
ing” regulations of the Post Office. 
Same old arguments. But the last para 
graph is a dilly. Read it: 

Many direct mail advertisers probably do 
not know that they can buy paid space in 
newspapers and have their message printed 
ind distributed for less money than it costs 
them to have their mailing pieces printed ex 
clusive of distribution. Furthermore, their 
message will get wider readership and pull 
more results in newspapers than in a direct 
mail piece which the home owner has not 
solicited and probably throws away. 

The fellow who wrote that doesn’t 
know advertising; doesn’t know eco 
nomics; doesn’t know, period. We 
won't attempt to answer, as we did 
“Dear Dear Mr. Dear” fifteen years 
ago, because we are not fighting news 
advertising. Newspaper adver 
tising is good ... when it is appropri 


ate. Trying to compare it with direct 


paper 


mail, or vice versa, is like trying to 
mix oil and water. 

But such items as the E&P editorial 
are picked up and elaborated on by 
newspapers in all parts of the country 

adding to the general confusion. 


460 W. 34th ST.. N. Y. C. 
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50 East 42nd St., New York 17, N.Y. 


SOME LOUSY 
PRINTER 


Somebody in the Kansas Press Assn. 
should have their head examined. The 
December issue of the Kansas Pub 
lisher, official publication of the asso 
ciation, featured, reprinted and praised 
an editorial which appeared in_ the 
lola Register 
reprint here . 
diatribe 
sparked off by 
Simplified Addressing regulations. 


It is too long for us to 
. . but it is a sophomoric 
mail, 


against third class 


antagonism against 


The editor believes that all third 
class mail should be abolished because 
“it is unsolicited and unwanted by 
those who receive it; it is a one-way 
service, benefiting the senders only.” 
The editor graciously accepts first, 
second and fourth class mail as being 
within the province of the Post Office 


... but third class should be ruled out. 


The last paragraph takes the cake 
for asininity: 


“I doubt that this editorial will re 
sult in abolishing third class mail. I 
do still 
bright idea in the first place and how 
he sold it to Congress. Some lousy 


wonder who ever had _ the 


printer, no doubt.” 


Ben Franklin would surely object to 
that terminology. And isn't a news 
paper publisher a printer? And isn't 
it true that most newspapers, particu 
larly in small towns, run a very profit 
able commercial printing department? 


- Phone MUrray Hill 7-5311 











LOOKING FOR 


A LARGE NUMBER OF 


THE TOP 10% 


IN WEALTH, INCOME 
AND INTELLIGENCE 7 


Men and women at home addresses 
where you can get a crack at BOTH 
Everyone a mail order buyer of highest 
quality. Far more Buicks, Cadillacs and 
Olds than Fords, Chevies and Plymouths. 
All with high pride of ownership. Nice 
homes. Fine lawns. Beautiful gardens and 
many estates 

Write for complete rental information, 
giving your residence post office or name 
of smaller town where you know every 
body, so we can show you the type of 
person on the list. 

Offer strictly limited to users and of- 
fers of highest cheracter. Once-a-month 
use only 


KozaK, 147 So. Lyon St., Batavia, N. Y. 














In New York Call 


PHOTOGRAPHER 
Henry Harris 


ESplanade 2-86.26 sessig 14 Mew Yes 








MAKE ‘EM LAUGH! 


Friendly prospects buy quicker. Make 

yours laugh with the “Let's Have Bette: 

Mottoes” monthly mailings. Unusual - 

effective — economical — exclusive. Write 

for details on your business letterhead. 

FREDERICK E. GYMER 

2125 E. 9th St. Cleveland 15, Ohio 

SSSSSSSSSSSSSSSOOSSCSESCESOS 


eecceceeeece 
Secccecccese 


OVER 300 WAYS TO SAVE $ 


ON YOUR STATIONERY & OFFICE SuP- 

PLIES! Typical saving: 12 rolls of No 

600 clear Scotch Tape (V2” 

guaranteed fresh stock, at 

gross price ($1.10 per roll 

Door). You save as much as $2.00 per doz. 

WRITE TODAY for our FREE Spring catalog 

J. J. LESTER & CO., Inc., 18 W. 45th St., N.Y. 26 


“The cut-price...one-price mail order stationers”’ 


LOngacre 4-2640 





Part Thirteen: 


How To Get The 
EO SE ONO ET eT cua sar ae | Se ee 


1 would at Columbus Circle 


aye a Direct Advertising 


Teleph 
J. J. Kent 
1234 River Rd. 
t . & 2 i 
ometown, U. S.A by Harrie A. Bell 


Mail order wen know how hard it is to make a . 
low price book offer pay out. Here’s what Section XIl: 
Sam Meyerson of 


Says about his REPLY-0 LETTER mailings on J. K. 
Lasser’s YOUR INCOME TAX, price $1.50 per copy: AND FOLLOW-UP 


"We received 7% to 8% with REPLY-0 
LETTER on outside lists. To our own T 

house lists, the figures far exceeded lhe 
the our expectations.* advertising, has come to mean a sus 


of a series 














word “campaign,” as used in 


reply In mail order, or getting inquiries, or anything tained effort. In space advertising, the 
- that requires an answer, leaders in nearly all > ice » sly . 

oun Pielés ene BEPLY«0 LETTING. more practiced users rarely pause in 

siete dimii their advertising; they sustain their 
OR ENVELOPE Cir immediate aims may differ. Techniques, f » » > . . 
: too. But leading advertisers like Remington Rand, crBest indefinitely. It they _— the 
is Air Reduction, Harper's Magazine, New York Life word at all, it’s “this year’s campaign, 
have all turned to REPLY-0 LETTER for results. or “next year’s campaign.” That is, of 


“A 7 
IN mo°ad gladly send you samples and a copy of our course, the correct way to make ad 
ooklet. * WAS ANSWERS HE WANTED.* » y . r 
the letter vertising a vital part of your selling 
Sincerely, plan, which is a continuous, not a spas 


modic process. 








While space advertising is visible for 
Phone nearest sales office — or write REPLY-O-LETTER 7 centrat park WEST, NEW YORK 23. N.Y all to see, direct advertising is not; in 
consequence, unless you are on an ad 
vertisers mailing list you may not 
realize that he is also conducting just 
such a continuous direct advertising et 


GET THE FACTS! | fort, year in and year out. And here, 


too, through common usage, the word 
PHOTO-ENGRAVING COMPLETELY | campaign has come to refer to “this 
EXPLAINED TO THE LAYMAN year's mailings,” or “this season's mail 


ings,” even though the advertiser may 


Now—'"‘brush-up" with this modern, complete and fully 

illustrated guide to correct photoengraving methods. 108 
pages—Lavishly illustrated in black and white, and color paigning year after year. 

sais Then again, many advertisers do not 

HORAN ENGRAVING COMPANY, INC. maintain a steady flow of advertising 


44 WEST 28th STREET, NEW YORK 1, N. Y. 
Tel. MU 9-8585 * Branch Office: Market 2-4171 | material, but do their campaigning by 


Please send me (prepaid) copies of your 108 page revised | jerks and starts —a few mailings this 


book The Art and Technique of Photo-Engraving . 
service whether your aetna dial fall, perhaps, and a few next spring. 
As a result, any group of a few mail 


never let down in his constant cam 


And don't forget Horan's 
“around the clock" 
problem is 
Name 
block end white, ing pieces, usually planned at the same 
Street | ’ 
time and to be mailed out one after 
ty “ 
AR. . = } the other, has come to be called “an 


benday or color process. 


advertising campaign.” 

We will discuss campaigns, there 
fore, from this more common usage. 
one a 2 oe oe anton There are many sound reasons why 


< Oo Pp y a : you should invest your advertising 
than in 


Writer of Mail Order Letters that funds in a campaign rather 

bring back orders and cash Pw | one single mailing. 

Contacting letters that create and 

maintain good will between sales- FL : Buyers —and we are all buyers ot 
a By TO hg FS al something — react more readily to old, 
de the selling jobs you want them familiar things than to something new. 


to d Fully indorsed by a nation- 
wide clientele. Winner of two DMAA If the name of your product, or of 





Best of industry Awards Dartnell Write now for your FREE sample “Clip Book : : wy » > > » 
Gold Medal editor of IMP, of Ready-to-Use Art’ and new Hand-Lettering your firm, is new to the reader, he 


“the world’s smallest house organ.” on Acetate. Also details on $10 kit of stock pays less attention than you” believe. 
art free! Cuts paste-up time and costs in 


ORVILLE E. REED half. No obligation. Send for yours today. It takes a number of impacts before 
106 N. STATE STREET HARRY VOLK JR. ART STUDIO 


HOWELL, MICINGAN 400 Central Building, Atlantic City, N. J. ! —— 








he begins to admit — maybe quite un 
consciously — that there’s something 
familiar about your name and your 
product. 

“Who's he? I never heard of him!” 
is not an infrequent remark and you 
have to break it down with adver 
tising. 

Again, one good reason for buying 
your product may be “put over” in 
one mailing, and another equally good 
reason in each following piece, until 
ycu have built up in your prospect s 
mind a sound desire to consider a pur 
chase. Each new mailing piece thus 
refreshes his interest in your product, 
but stresses at the same time an ad 
ditional point in its favor; or it could 
repeat the former sales point, viewed 
from another angle. 

Furthermore — as every advertising 
man must admit no one can hope 
to create advertising that will produce 
100% of readers. The first mailing 
may come to a reader's desk when 
other matters are more pressing and 
be lost in the shuffle. Maybe he'll see 
the second, or the third mailing. Other 
readers may happen to see No. | mail 
ing, but fail to look carefully at a fol 
lowing piece. But in the long run, if 
your advertising campaign Is persistent, 
an appreciable number of recipients 
will finally begin to get your message. 

In this connection it is well to men 
tion that while one main point is all 
you may hope to get over in each 
mailing, yet each mailing should be 
complete it itself, in no way dependent 
for clear understanding, upon a_ pre 
vious mailing or upon one to come. 
It may not tell the whole story of why 
the prospect should purchase your 
goods (or do what you want him to), 
but on that feature which it empha 
sizes, it should give adequate reasons 
And, to repeat from earlier chapters, 
those reasons will lie more in the value 
to the buyer than in a mere description 
of the product. As a concrete example, 
“You can play bridge all afternoon 
and dinner will be in the range all 
ready to serve on your return,” is a 
more forceful line to sell electric ranges 
than any possible description of the 
thermo-units or the porcelain. 

In planning a direct advertising 
campaign you would proceed precisely 
as outlined earlier in this study. Know 
to what types of people your mailings 
will go; learn every possible fact about 
their habits, desires and prejudices; 
work over their possible reactions and 
skepticisms; determine clearly what 
motives you must invoke to arouse 
their interest. Then chart out exactly 
what is the Basic Idea for this cam- 
paign. Is it to induce people to send 
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OLITHO 


| SENSITIZED 
PAPER PLATES 





i 5NSin 2, 


Pla " 


This new plate is designed specifically for line 

reproduction and for runs up to one thousand copies. 

Within that range it is the fastest. easiest plate to use. It will give 
you the finest reproduction you have ever seen. 

Only one solution is required to prepare this new Colitho plate for 
the duplicator—a convenience that means faster production with 
less cost for supplies. The solution is clear and clean. It is supplied 
free with the plates. The grain-free acetate surface of Colitho Sensi- 
tized Paper Plates is capable of reproducing the finest image detail. 
“Toning” and scum are never a problem. Even an inexperienced 
duplicator operator will find it easy to turn out top quality work 
with Colitho plates. 

Colitho Sensitized Paper Plates will work well with any regular 
off-set duplicator ink and fountain solution, but for best results use 
Colitho inks and solutions! 

Colitho Sensitized Paper Plates are available only in the following 
types: 10 x 15 pinbar, 10 x 152 slotted, and 10 x 154 serrated 
for Multilith Models 296, 1200, 1227, 1250, 1260, 40, 50, 75, 80 
and 8]. 8'2 x 12 pinbar for special Multilith Drum and 10 x 16 
square end for Davidson 


USE THIS COUPON FOR MORE INFORMATION 


fad aie 


Colitho Division, Cotumpta Rippon anp Carson Mec. Co., Inc. 
173 Herb Hill Road, Glen Cove, New York 


Send specifications of Colitho Sensitized Paper Plates. 


Name 








Company 
Address 


City State 























, - | in for more information? Is it to bring 
by 2 them into the store? Is it to get permis 
; iz ; sion to send a salesman? 
. : Having determined exactly what 
‘ i. your Basic Idea is for the whole cam 


paign, you can begin to work out what 


shall be your Basic Idea for each piece 
: ' in the campaign. There is not, nor 
2 : should there be, any fixed plan that you 
, j must follow, for each problem has 
. varying factors. In the case of the 


electric range mentioned above, your 


eee the busier ; Basic Idea tor the whole campaign 
the better for would no doubt be to get the prospect 


in the store, where the sale could be 


e ’ 
folks who specify completed by the salespeople. 

Garden City : How would you work out the Basic 

E I Idea for each ot three mailings on 

nvelopes this electric range? One solution might 

be this: For the first piece we'll try to 

Millions of die-cut envelope blanks Specialists in Envelopes and Outstanding Service induce people to come into the store. 

stacked on skids in skyscraper-like © Correspondence & Social © Remittance The more people we get to do that 

tiers—like those above 8 Cava © Postage Saver & Window © Special Returns at once, the less our sales cost. For 

ing evidence of G.C.’s ability to pro- © Open Side Booklet © Open End Catalog the second piece, we'll aim at getting 

duce better envelopes at realistically © Air Mail & Business Reply © Office Uses & Mailing inquiries for our sales booklet, which 

a oo may induce a few more to come in. 

THE HOUSE OF ENVELOPES... AND ENVELOPE IDEAS! For our third mailing, we'll ask them 

: to permit our salesman to call. This 


will increase the cost of the sale. so 
AROEN City EnvetoPe Co. “ee 


3001 N. Rockwell St. © Chicago 18, Illinois * Phone COrnelia 7-3600 plans have been tried. 
Note that the Basic Idea of the cam 


paign is to get people to come into the 
store — to take one step in completing 
the sale. No. | mailing has that for its 
Basic Idea, too. No. 2 piece also seeks 
to advance the sale one step, but not 
SPECIAL PRE-PUBLICATION PRICE $4900 so large a step. No. 3 also seeks to take 

one step, equally small. But on those 


who send for the booklet or permit 
The American Directory of agew 
the salesman to call, the try for a visit 


PURCHASING AGENTS to the store is still continued, for the 
Basic Idea is to get them down where 
The FIRST and ONLY NATIONAL DIRECTORY of they can see the range and be sold by 


the personal approach. 


25,000° With campaigns, as with each single 


piece, the important thing is to have a 


PURCHASING AGENTS definite goal and steer directly to that 


of the country’s leading goal and nowhere else. At the risk ol 


* Industrial Plants © Hospitals & institutions growing tiresome, | repeat that more 

¢ Mills & Factories ¢ Foreign Buying Missions r — . . . 

* Defense Plants * Department & Specialty Stores advertising money is wasted by mis 

* Food Processors ©» Banks & insurance Companies directed effort or wandering from the 

© Brewers & Distillers + Large Advertising Agencies Ras . t is used in intelligent 

© Utility Companies Railroads & Steamship Lines Basic Idea, than is usec 5 

* Hotels & Clubs « Educational Institutions application to a planned and _ fixed 

© Farm Cooperatives «+ Government Agencies goal. 

ee SC ee An effective advertising c ampaign 
i F g ci ° 


cannot be produced by reading tiow 
to do it in a book. It is the result of 





Coming off the press soon * One printing only 
* Approx. 


Five Complete Directories in One 
© INDUSTRIAL + FINANCIAL + COMMERCIAL + GOVERNMENTAL intelligent thinking after proper pre 
© INSTITUTIONAL ORGANIZATIONS paration of your mind with facts and 


figures available, as outlined earlier 


This indispensable business tool places at your fingertips the names of the men who : 
buy BILLIONS of dollars of Domestic & Foreign goods annually. in this work. 
Pre-Publication Price $40°° ORDER NOW Regular Price $5Q00 As an instance, let's examine a 


Chevrolet direct advertising campaign 


Write on your business letterhead for FREE Catalogue of 1500 Mailing Lists. (backing up the customary space ad 
vertising) as I observed it entirely 


DUNHILL INTERNATIONAL LIST CO. Inc., Publishers ecg nol 


565 Fifth Ave., New York 17, N. Y. + Plaza 3-0833 


Copyright, Dunt >] st Co., Inc., 1953 


THE REPORTER 





The first piece came to my home 
from my local dealer, inviting me to 
see the new models at his showrooms. 
As I was leaving the showrooms — 
not having purchased—the dealer 
handed me a catalog of the models, 
containing detailed descriptions of the 
principal features. 

He also handed me a Chevrolet Al 
manac, with page after page of in 
teresting and highly varied informa 
tion the sort of year book that you 
can't easily throw away because some 
of that information might come in 
handy. Next summer, for instance, | 
may want to know when are the 
moonlight nights, and that’s in there, 
in such a clearly presented chart as | 
never saw before. This book is punched 
and strung, all ready for hanging on 
a nail—not easy to throw away — 
and adequate to carry the Chevrolet 
story in our house during most of the 
following year. In the home of a man, 
who didn’t buy, that's a valuable thing 
for Chevrolet. 

The fourth direct advertising piece 
from Chevrolet that year came to me 
every month thereafter — a_ picture 
magazine well worth looking at, that 
1 did look at, and that gently kept 
the Chevrolet story fresh in my mind. 

That was a simple but effective 
direct advertising campaign — _ one 
carefully thought out for its impact on 
me, a likely prospect. The invitation 
and the magazine were sent in the 
mail; the catalog and the almanac were 
handed directly to me. Each piece 
had a definite job to do. The an 
nouncement did get me to the show 
room. The personal salesman and the 
catalog didn’t close the sale, but the 
almanac and the monthly magazine 
still kept at work. (The following year 
I did buy the Chevrolet!) 

Sometimes advertising campaigns 
are purely institutional. I’m conduct 
ing one now where no direct results 
are planned for and none expected. 
The mailing pieces go out about once 
a month, and their sole purpose is 
not to let the firm name nor the quality 
of the product be forgotten. This par 
ticular series has won some pleasing 
comments from _ professional critics 
who sense its purpose, but recipients 
rarely make direct response. 

The question is often asked, “Should 
all the pieces in a campaign be so 
similar that the readers will recognize 
them as part of the same campaign?” 
You could answer this either way. 
There is some value, no doubt, in 
making one piece seem more familiar 
because of others almost like it which 
came earlier. On the other hand, too 
many similar pieces grow rather tire 


MARCH, 1954 4) 


some, and prospects may lay them works out his plans — the ways and 


aside as something seen before. Further 
in your interest, and impel you to take 


more, there is undoubted value 
variety, often called “a change 
pace”. 


ol 


means to catch your attention, hold 


action. If he can’t catch your atten 
tion with this approach, maybe that 


New life and interest can be put one will get you, so he makes a 
into the same old story, retold as a broadside for one approach, and a 


folder, booklet, letter and broadside. 


“stunt” mailing for another. There is 


Not the same copy but the same sales no set formula. But essential ingredi 


story! 

A campaign is a method of attack. 
You are making an assault on your Basic Idea), and an intelligent under 
prospect’s natural indifference to your standing of why people will react to 
product. The thoughtful _ strategist certain suggestions. 








ents are a definite knowledge of what 
you are trying to accomplish (the 
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plastic bound books in 

these 2 eosy steps: 

sil a Wiha) 
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Punch sheets and covers of any size or 
weight, quickly, accurately 


Bind up to 250 books on hour with colorful 
GBC bindings—%_" to 1 Ye" diameter. 
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. . » YOU CAN DO 


PLASTIC BINDING 





THIS STRIKING PLASTIC BOUND 
PORTFOLIO-PRESENTATION FREE 


Get your personalized edition today 
..» packed with illustrated ideas for 
using beautiful plastic binding on 
advertising presentations, sales 
manuals and other promotional lit- 
erature. This unique plastic bound 
portfolio gives the complete appli- 
cation and cost advantages of the 
GBC Binding System as proven in 
thousands of progressive organiza- 


o* 
> . 
. 
* 
- . 
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BY 
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GENERAL BINDING CORP., Dept. RD-3 j 
812 W. Belmont Ave., Chicago 14, Ill.; 











RIGHT IN YOUR OWN OFFICE 
Bind all sizes of loose pages—any printed 
or duplicated material with compact 
GBC plastic binding equipment... in 
a matter of seconds. You'll add prestige, 
color, utility, attention-compelling ap- 
pearance and increase the effectiveness 
and life of your literature. Pages lie per- 
fectly flat...may be inserted or re- 
moved any place in book. Save money, 


tions in every field of endeavor. A too. Anyone can operate. 
wealth of timely and important in- 
formation absolutely FREE. GET THIS FREE PORTFOLIO-PRESENTATION.. TODAY! 


GENERAL BINDING CORPORATION 
Dept. RD-3,812 W. Belmont Ave., Chicago 14, lil. 


Please send me at once my free plastic bound 
PORTFOLIO-PRESENTATION that includes prices 
and applications. | understand that there is abso- 
lutely no obligation. 

NAME_ 

ORGANIZATION 

Fe itneceinininitaiiiencan — 


— — STATE 





better 
production 
brings 

better results 


There’s a best way to pro- 
duce direct mail. . . 

MASA members study the 
best, most effective, ways 
of production; support re- 
search and fact finding; 
share knowledge of im- 
proved methods. Their ob- 
ject is better results for you. 
When you try to “save” 
money with “cheap” pro- 
duction you tamper with re- 
sults. To check the effective- 
ness of your production 
source . Always say, 
“Are you MASA?” 


YOUR BEST SOURCE for: Creative di 
rect mail campaigns, multigraphing, 
mimeographing, offset and letterpress 
printing, bindery, mailing service, mail- 
ng lists, etc. information about post- 
a! regulations and better direct mail 
results 
For names of MASA 
members nearest you, write 


Mail Advertising 


Service Association 
18652 Fairfield Avenue 
Detroit 21, Michigan 





There’s only 


One 


DICKIE: 
RAYMOND 





DIRECT ADVERTISING 
and 
SALES PROMOTION 


for 33 Years 
— 


Planning 
Writing 


Production 


521 FIFTH AVENUE 
NEW YORK 
SHERATON BUILDING 
470 ATLANTIC AVENUE 
BOSTON 
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My Mail Order Day ; 


i By Jared Abbeon i 


iemampeneneimenesemenennaneiial 


Business was over in the black by 
the Inerest shadow this past month 
which caused wild elation around here 
as we thought that we were plowing 
into the red. In view of the sickening 
drop in volume of the largest mail 
order operators, we feel that this is 
an achievement. The general concensus 
of opinion is that the depression is 
over. Correspondents and sub-deaiers 
in such far flung places as New York, 
Cincinnati and Honolulu inform us 
that their inventories have been 
trimmed to such a rock bottom that 
they are going to have to re-order. The 
real sign in the wind is the amount of 
work on the planning boards of the 
large companies. One business service 
informs us that you can't get a first 
rate architect in their part of the coun 
try for love or money, which means 
money and work from the architect 
to the contractor, from the contractor 
to his workers, from his workers to 
their wives, and from their wives to us 
for a gift for Aunt Minnie. 


When we talk of business services, 
the mail order man who operates in 
a pink cloud of hazy delusion engen- 
dered by his own mental outpourings, 
is a sucker. Most of the bright boys 
subscribe to at least one of the follow 
ing: “The Wall Street Journal”, “The 
Journal of Commerce”, “Kiplinger 
Letter”, or “Business Week”. In fact, 
some of them subscribe to all of them. 
I asked one successful operator how 
much time of the day he spent in 
actual work and he informed me that 
he only spent about an hour a day 
actually laboring on his products and 
ideas, but spent about ten hours a day 
in reading and conversation to produce 
the one hour of creative work. 


A curve question in the mail box! 
Could I suggest any sleeper magazines 
for advertising? With apologies to the 
297 other editors who have published 
my publicity releases, | notice a strong 
pull from “American Legion”, “Inde- 
pendent Woman” and “Better Homes 
and Gardens” (that is, if you can call 
a magazine with 3,700,000 circulation, 
a sleeper). However, every magazine 


reaches a different segment of the 
market; so, pick the magazine with 
the segment that you want. Old age 
pills wouldn’t be worth a darn in 
“Redbook” — the magazine for young 
adults, while a new line of baby 
bottles wouldn't pull well in “Business 
Week.” 
7. > > 
Horrible thought! How come most 
of the books on mail order are written 
by guys no longer making a living in 
the mail order business? 
* * > 
CENSORED 


7 * > 


How old does an advertisement have 
to be before it can be called “dead”? 
A $940.00 order in the mail yesterday 
brought in on a lead from a business 
reply card that was at least three to 
five years old. The man who received 
same originally had kept it lying in 
his desk drawer until he needed the 
products. 

* > > 

The Club Plan method of selling 
seems to be getting more and more 
popular. My two hundred dummy 
names are getting in these “sell your 
friends and get free merchandise” of 
fers by the dozen. 

> > > 

One company selling quilts is ad 
dressing their mail to large companies 
marked “Attention: Telephone Opera 
tor”. This sounds like a good idea as 
I doubt that the telephone operators 
get much mail and they all have a 
few minutes during the day when their 
switchboards are idle, to peruse same. 

>. > > 

I am indebted to R. W. Davey of 
Robest Products for sending in the 
lastest of these phony franchise deals; 
one of these things where you pay $25 
to become a millionaire in short order. 
These obnoxious characters seem to be 
springing up all over and we can only 
hope that they will kill themselves off 
by their own weight. Incidentally, 
friend Davey seems to have a good 
mail order idea. Being a radio man 
himself, with his own call letters, he is 
selling items of interest to other 
“hams” via the mail. 

(Continued on page 45) 


THE REPORTER OF DIRECT MAIL ADVERTISING 





Rates $1.25 per line (75¢ Situation Wanted) Minimum 4 lines 


e ESL 





ADDRESSING 
OUR LISTS ARE FREE 


Retailers - wholesalers - manufacturers 
Banks - churches - institutions 
We charge only for addressing 

SPEED - ADDRESS KRAUS CO 
48-01 42nd Street 
Long Island City 4, N. Y. 





ADDRESSOGRAPH PLATES 


Speedaumat plates embossed, three- 
line, on genuine Addressograph Alloy. 
$32.50 per thousand complete Write 
for quantity discount. 

Advertisers Addressing System 
703 North {6th St St. Louis 3, Mo. 


ADDRESSING PLATES 


If you use 
ELLIOTT-type STENCILS 
and want to REDUCE COSTS 
Write to Box 201, The Reporter 
Garden City, New York 








ADVERTISING AGENCIES 


For pulling direct selling mail order ad- 


vertising campaigns in newspapers, 
magazines, trade papers, consult Mar- 
tin Advertising Agency, 15 E. 40 St., 


Dept. 33A, N. Y. LE 2-4751. Est. 1923. 


Use this ADVERTISING “DEPART- 
MENT™ on Retainer or Job Basis. 
Sound, scintillating Ideas, Copy, Lay- 
out, Production. Test Ads, Catalogues, 
Enclosures, etc. MONEY-MAKERS! Box 
202, The Reporter, Garden City, N. Y 





FOR SALE 


ADDRESSOGRAPH, MODEL 2200, 
METAL CABINETS AND DRAWERS, 
23M E FRAMES, OR WILL TRADE 
FOR AUTOMATIC FEED MULTI 
GRAPH. BOX 86, CINCINNATI 19, 
OHIO 


ADDRESSOGRAPH Model 1950. 4 
years old. Good condition. $475, f.o.b 
Memphis. BOSTICK BOTTOM 
STITCHER, Model 14B, good condi- 
tion, $300 f.o.b. Memphis. FILING 
CABINET—1I1 drawer all steel cabinet 
for 3 by 5 cards, $50.00 f.o0.b. Mem- 
phis. WE NEED Keyboard 
Graphotype Machine — will trade for 


another 


any of the above or buy one in good 
condition SOUTHERN GREETING 
CARD COMPANY, 478 North Holly- 
wood, Memphis, Tenn. 


SOURCES OF SPENDING POWER 2 @) NEO) DIRECT MAIL LISTS 


1 
260,000 MANUFA 50,000 HO 
IST; 


CTURERs, 
» INDUSTRIALS 


W.S. PONTON, inc., 


Ww 
PLANTS JOBBERS p 
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50 East 42nd St., New York 17. N.Y 


HELP WANTED 


DIRECT MAIL ASSISTANT — Non 
profit organization, Grand Central 
area, seeks person for compiling mail 
ing lists, handling mailings, good typ 
ing essential, will train. Future. Call 


Mr. Puglisi, MU 9-3544. 





LISTS 


CANADA'S BEST MAILING LIST 


200,000 live names on Elliott stencils 
Call your list broker — TODAY 


or Tobe’s, Niagara on the Lake, Canada 





100,000 FIRMS, including manufac 
turers, wholesalers, retailers, account- 
ants, insurance companies in Boston, 
Chicago, Cincinnati, Detroit, Milwau- 
kee, Minneapolis, New York, Philadel 
phia, Pittsburgh, St 
cisco. New plates compiled from tele 
phone directories in 1953. Complete 
direct mail facilities Write Miss 
Thomas at 330 W. Kilbourn Avenue, 
Milwaukee 3, Wis 


Louis, San Fran 


ACTIVE MAILING LIST, direct to con 

100,000 customers in 
owns, farms and ranches. Com- 
coverage of Rocky 
states. Will sell a few copies of this 
list. Write for further details to Box 
204, The Reporter, Garden City, N.Y 





sumers retail 
small 


plete Mountain 





MISCELLANEOUS 
Do you operate a SPEEDAUMAT? 
Write for free production information 
on addressing perforated gummed la- 
bels using your list attachment. Box 


203, The Reporter, Garden City, N. Y. 








“FACSIMILE” MIMEOGRAPH STEN- 


CILS . 


forms, art work, printed copy, letter- 


. for mimeographing complex 


heads, even photos, on your mimeo 
graph machine Exclusive STENAFAX 
process cuts stencil electronically for 
$1.50. Write for samples and informa 
tion 
COMMERCIAL LETTER, INC 
Stenafax Department 
1209 Washington Avenue 
St. Louis 3, Missouri 


LESALE 1,400,000 RETAILERS 
Ribu 


TRADE SELE 


RS, ‘ 
TORS CTIONS 


OFFSET CUTOUTS 


headings, _ illustrations, 
cartoons, symbols, borders, panels, 
holiday art, type fonts, decoration, 
for offset reproduction. Most complete 
service in U. S. Free descriptive book 
let. A. A. ARCHBOLD, Publisher, 
1209-K S. Lake St., Los Angeles 6, 
Calif. 


Promotional 





OPPORTUNITY 


FOR LEASE 

A CALIFORNIA LETTER SHOP 

NO INVESTMENT REQUIRED 
A responsible party with Direct Mail 
experience, can take over and operate 
an established Direct Mail Advertising 
Business in Los Angeles. Must be able 
to finance operating expenses. 
Plant is fully equipped for multigraph 
addressing 
— mailing — mailing lists — copy 
writing, etc. Good stock of supplies on 
hand. 
Lease for percentage of prohts with 
option to buy Business has operated 
over 20 years. Owner wishes to re- 
tire. If interested write to H. B. Han- 
sen, 535 N. Howard St., Glendale 6, 
Calif. 





ing — mimeographing 





SITUATION WANTED 


Direct Mail Advertising woman, strong 
on copy and sales letters; thoroughly 
conversant all aspects, seeks respon- 
sible job. Will relocate anywhere 
U.S.A. Box 205, The Reporter, Gar- 
den City, New York. 





WANTED — EQUIPMENT 


ELECTRIC BUNDLE-TIER, used, suit- 
able for mailing service. Submit best 


offer. Box 1447, Los Angeles 28, Cali. 





Phone: MUrray Hill 7-531) 


PROMOTION AIDS 





If you have a promotion depart- 
ment, you need these booklets: (1) to 
train new people on how to think 
about direct mail (2) to have a source 
of check-lists for the experts (3) for 
evidence on how other users use the 
mails (valuable in preparing budget 
reports for management, for justify- 
ing recommendations). 

How To Think About 
Mail 

How To Think About Read- 
ership in Direct Mail 

How To Think About Letters 

How To Think About Mailing 


and Production 


How To Think About Show- 


manship 
How Direct Mail Solves Man- 
agement Problems. 


Direct 


Be sure all six are in your direct 
mail library. One dollar apiece. $5.00 
for all six. Send check to The Reporter, 
224 7th Street, Garden City, New York. 


11. S. Pontom $ 




















DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER 


ISSUE, $15.00 PER YEAR 








ACETATE SHEET Yaw 

npaeny, tr 37 N. Sth Street, Milwaukee, Wis 

anounesmee 
ce 467 Second Avenue, New York 16, N.Y. 

82-66 Grenfell Street, Kew Gardens, N. Y. 
ce Main St., Freeport, N.Y 
D t service 159th St., Flushing, N. Y. 
Fair Mail Service 417 Cleveland Ave., Plainfield, NJ 
National Advertising Service, inc 2055 N. 17, Kansas City 4, Kansas 

ADDRESSING MACHINES 
Addressing Machine & Equipment Co 326 Broadway, New York 7, N. Y 
aver & Wallingford 143 West Broadway, New York 13, N. Y 
ADORESSING — TRADE 
Belmar Typing Service 107-32 104th Street, Ozone Park, N. Y 
Shapins Typing Service eee 68-11 Roosevelt Ave., Woodside, N.Y. 
tar Typing Service 45-21 162nd St., Flushing, New York 
M. Victor 130 Flatbush Ave., Brookiyn 17, N.Y 
ADVERTISING AGENCIES 
Frederick Asher, In Advertising 20 N. Wacker Drive, Chicago 6, II! 
institute of Sales Promotion 131 Lafayette Street, New York 13, N.Y 
the Jav 4 Ma sh Company On Gospel Hill, Marion, Ohio 
Martin Ad Ager Direct Selling Mail Order)..15 PA. E. 40, N. Y. 16, N.Y 
Roskam Advertisin - Mai! Order 1430 Grand, Kansas City 6, Mo 
ADVERTISING ART 

The Jeffersor mpany 424 Madison Ave., New York 17, N. Y 
Lufkir 124 West Clinton Ave., Tenafly, N. J 
1430 Grand, Kansas City 6. Mo 


ng tnterprises 
ng erv 


Raymond 
Roskam Advertising (Mail Order 
Trapkus Art Studio (Smal! Ads 349 Tenth St., Moline, Illinois 
Harry Volk Jr. Art Studio 400 Central Building, Atlantic City, N. J 
AUTOMATIC TYPEWRITERS 
tic Typewriter Co 14 Carpenter St., Chicago 22, | 
AUTOMATIC TYPEWRITING 
Ambassador Letter Service Co i Stone St.. New York 4, N.Y 
Arrow Letters Cort "307 West 38th St., ‘New York 18, N.Y 
Pat Goheen & Associates (25 Robos 117 S. Meridian St., Indpis 25, Ind 
MacCallum Letter Service 7 So. Dearborn St., Chicago 3, Ill 
W. J. Reynolds & Company 109 North Dearborn St., Chicago 2, Illinois 
BINDING 
148 Lafayette Street, New York 13, N.Y 
BOOKS 
The Art & Technique of Photo Engraving, Horan Engraving Co., N.Y. 1, N.Y 
Art for Reproductior Repro Art Press, 80 Sth Ave., New York 11, N. 
BUSINESS CARD SERVICE 
H.H f 270 Lafayette St.. New York 12, N.Y 
CARTOON ADVERTISING 
Ray Thompson Cartoon Studio Box 134, Wyncote Pa 
CATALOG PLANNING 
atalog Planning Company 101 West 55th St.. New York 19, N.Y 
150 West 34th St., New York 1, N. Y 


COPYWRITERS (Free Lance) 

leo P. Bort, Jr 64 E. Jackson Bivd., Chicago, 4, III. 
Ear! M ement 21 Ogontz Manor, 5600 Ogontz Ave., Philadelphia 41, Pa 
Edward W. Osann 175-35 88th Ave., Jamaica 32, N. Y 
Orville E First National Bank Bidg., Howell, Michigan 
Roskam Advertising (Mail Order 1430 Grand, Kansas City 6, Missouri 
Flave H huortleff 1120 Wilson Ave Peoria 4, Illinois 
Dick Sutherland—Business Ideas 1609 NE 23rd St., Ft. Lauderdale, Fla. 

...442 East 20th St.. New York 9, N.Y. 


DIRECT MAIL AGENCIES 
57 East Jackson Bivd., Chicago 4, Ill. 
Lincoln-Liberty Bidg Philadelphia 7, Pa. 
Dickie-Raymond, In Sheraton Bidg., 470 Atlantic Ave., Boston, Mass 
Dickie-Raymond, |r 21 Fifth Avenue, New York 17, N.Y 
Direct Mail Services 175 Luckie Street, N. W., Atlanta 3, Georgia 
Duffy & Assoeiates, Inc 918 North 4th Street, Milwaukee, 2 Wisconsin 
The Folks on Gospe! Hil! 400 S. Main Street, Marion, Ohio 
Frederick E. Gymer 2123 East 9th St., Cleveland 15, Ohio 
Institute of Sales Promotion 131 Lafayette Street, New York 13, N.Y 
Mailograph Co., Inc 39 Water Street, New York 4, N.Y. 
Proper Press, Inc . ..129 Lafayette Street, New York 13, N.Y. 
Reply-O Products Co 7 Central Park W., New York 23, N.Y 
Roskam Advertising 1430 Grand, Kansas City 6, Mo 
Sales Letters, In 250 West 49th St.. New York 19, N. Y 
John A. Smith & Staff 11 Beacon St., Boston 8, Mass 
Car! G. Vienot, Inc 134 Summer St., Boston 10, Mass 


DIRECT MAIL — DEALER HELP 
Nationa! Advertising Service, Inc 2055 N. 17, Kansas City 4, Kansas 
DIRECT MAIL EQUIPMENT — MANUFACTURERS 

All Purpose Metal Equipment Co 255 M Street, Rochester 14. N.Y 
8. H. Bunn Company 7605 South Vincennes Avenue, Chicago 20, Ill. 
Ralph C. Coxhead Corporation 720 Frelinghuysen Ave., Newark 5, NJ 
Davidson Corporation 29 Ryerson St., Brooklyn 5, N. Y 
xeneral Binding Corporation 808 West Belmont Ave., Chicago 14, I/II 
National Bundle Tyer Company : Blissfield, Michigan 
Seal-O-Matic Machine Mfg. Co 401 Chestnut St., South Hackensack. NJ 
Speediiner Company 4404 N. Ravenswood Ave., Chicago 40, III. 
DIRECT MAIL — GIFTS 

George E. McWeeney Co 120 Milton Avenue, West Haven 16, Conn 

ELLIOTT STENCIL CUTTING 
Address-O-Rite Stencil & Machine Co...64 W. 23rd St., New York = oe 
Clear Cut Duplicating Co 149 Broadway, New York 
Creative Mailing Service 460 North Main St., Reeee NY. 
ENVELOPES 

American Envelope Mfg. Corp 26 Howard St., New York 13, N.Y. 
The American Paper Products Co. East Liverpool, Ohio 
Atlanta Envelope Co., 1700 Norths de Drive, P.O. Box 1267, Atlanta 1, Georgie 
Boston Envelope Co.... ; 397 High St., Dedham, Mass 
The Clasp Envelope Company, Inc 98 Bleecker St.. New York 12, N.Y 


Publishers Book Bindery, Inc 


en Rapp Studios 


John Yeargain 


Homer J. Buckley 
The Buckley Organization 


Columbia Envelope Co. 2015 N. Hawthorne Ave. Melrose Park, III., Chicago Sub. 
Samve! Cuppies Envelope Co., inc 360 Furman St., Brooklyn 2, N.Y. 
Cuppies-Hesse Corp 4175 N. Kingshighway Bivd. St. Louis 15, Mo. 
Curtis 1000 Incorporated Capito! Ave. & Fiower St., Hartford 6, Conn. 
Delta Envelope Co,..1166 Terminal St., P. O. Box 2523, Memphis 2, Tenn. 
Detroit Tullar Envelope Company 1041 14th St., Detroit 6, Mich. 
Double Envelope Corporation P. O. Box 658, Roanoke 4, Virginia 
Garden City Envelope Co... 3001 North Rockwell St., Chicago 18, Ill. 
The Gray Envelope Mfg. Co., Inc. : .55—33rd St. Brooklyn 32, N.Y 

Heco Envelope Company ‘ .4500 Cortland St., Chicago, 39, III. 
McGill Paper Products, inc........ .501 Park Ave., Minneapolis 15, Minn. 
Orgler Envelope Co., Inc 167 4lst ‘St., Brooklyn 32, N. Y. 
Rochester Envelope Co 72 Clarissa Street, Rochester 14, N.Y 
The Standard Envelope Mfg. Co.. “1600 East 30th St., Cleveland 14, Ohio 
Tens on Envelope Corporation 22 Fifth Avenue, New York 36, N.Y. 
Tens on Envelope Corporati on 19th & Campbel Sts., Kansas City 8, Mo. 
Transo Envelope C 3542 N. Kimball Avenue, Chicago 18, Illinois 
Transo Envelope Co 22 ° , Jersey City, New Jersey 
United States Envelope Company. . . omen Springfield 2, Mass. 
The Wolf Envelope Company 1749-81 €£ Cleveland 1, Ohio 
Wolf Detroit Envelope Company 14700 Dexter Bivd., Detroit 32, Mich 

ENVELOPE SPECIALTIES 
Columbia Envelope Co. 2015 N. Hawthorne Ave. Melrose Park, II!., Chicago,Sub. 
Curtis 1000, Inc Capitol Avenue and Flower St., Hartford, Conn 
Garden City Envelope Co.......3001 North Rockwell St. Chicago 18, Ill. 
Tension Envelope Corporation...19th & Campbell Sts., Kansas City 8, Mo. 
FOREIGN POSTAGE 
Foreign Postage Service 6 Lahey Street, New Hyde Park, New York 
IMPRINTERS — SALES LITERATURE 
L. P. MacAdams Company 301 John Street, Bridgeport 3, Connecticut 
Wolfe Imprinting Company 52 Pear! St., Buffalo 2, N.Y 
INVISIBLE INK POSTCARDS 
Morley W. Jennings ' .East Orange, New, Jersey 
LABEL PASTERS 


Potdevin Machine Comp 200 North St., Teterboro, N. J 
LABELS 

9 Murray St., New York 7, N.Y. 

‘ 130 Flatbush Avenue, Brooklyn 17, N.Y 

LETTER GADGETS 

Hewig Company... ....-45 West 45th St.. New York 19, N.Y. 

A. Mitchell West Jackson Bivd., Chicago 4, Illinois 

A. August Tiger 545 Fifth Avenue, New York 17, N. Y 

LETTERHEADS 
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Penny Label Company 
M. Victor : 


Brunner Printing Company, inc Jefferson Ave., Memphis, Tenn 
Harper Engraving ana Printing Co 283 E. Spring St., Columbus 15, Ohio 
R. O. H. Hill, Inc 270 R Lafayette Street, New York 12. New York 
stterart Carmel 6, Indiana 


MAIL ADDRESSING STICKERS 
Eureka Specialty Printing Company Scranton, Pennsy!vania 
MAIL ADVERTISING SERVICES (Lettershops) 
Acme Mail Advertising Co 1301 Dodge St., Omaha 2, Nebraska 
Adveriisers Associates, Inc 1627 Penn Ave., Pittsburgh 22, Pa 
Benart Mail Sales Service, Inc. 228 East 45th St. New York 17, N.Y. 
Century Letter Co., Inc 48 East 21st St., New York 10, N.Y. 
Mary Ellen Clancy Company 250 Park Avenue, New York, N. Y. 
A. W. Dicks & Co 386 Victoria St., Toronto 2, Ont., Can 
Fair Mail Service 417 Cleveland “Ave. Plainfield, NJ. 
The Folks on Gospel 400 S. Main Street, Marion, Ohio 
General Office Service, 527 6th St., N.W., Washington 1, D.C. 
Ralph E. Harris Associates 914 Walnut St., Philadelphia 7, Pa 
The Lemarge Company 417 S. Jefferson St., Chicago 7, Ill 
The Letter Shop 214 Mission St., San Francisco 5, Cal 
ong Island Letter er 95 Mineola Bivd., Mineola, N.Y 
MacCallum Letter Service 7 So. Dearborn St., Chicago 3, Ill 
Mailograph Co., .39 Water St., New York 4, N.Y. 
Mailways 200 Adelaide St., West. Toronto 1, Ont., Canada 
National Advertising Servi ice, Inc 2055 N. 17, Kansas City 4, Kansas 
Premier Printing & Letter Service 620 Texas Ave., Houston 2, Texas 
Rochester Consumer Advertising Corp 210 Lyell, Rochester 6, N.Y 
The Rylander Company 216 West Jackson Bivd., Chicago 6, Ill. 
Union County Business Westfield, NJ 
Woodington Mail Adv. Service 1304 “Arch St., Philadelphia 7, Pa. 
MAILING LISTS—Brokers 
* Archer Mailing List Service .140 West 55th St., New York 19, N.Y 
* George R. Bryant Co. of N.Y., Inc 595 Madison Ave., New York 22, N.Y 
* George &. Bryant Co 75 East Wacker Drive, Chicago 1, II! 
* Walter Drey, Inc 333 N. Michigan Avenue, Chicago 1, Illinois 
* Walter Drey, Inc.... .257 Fourth Ave., New York 10, N.Y. 
* Guild Company... 160 Engle Street, Englewood, New Jersey 
* Lewis Kleid Company 25 West 45th St., New York 36, N. Y 
* Willa Maddern, Inc 215 Fourth Ave., New York 3.N.Y 
* Mosely Mail Order List Service 38 Newbury St., Boston 16, Mass 
* Names Unlimited, inc..... 352 Fourth Ave., New York 10, N.Y. 
* D. L. Natwick 136 W. 52nd St., New York 19, N.Y 
Roskam Advertising (Mai! Order) 1430 Grand, Kansas City 6, Mo 
Sanford Evans & Co. Ltd 165 McDermot Ave., Winnipeg, Canada 
* James E. True Associates 419 4th Ave., New York 16, N.Y. 
* Members — National Council of Mailing List Brokers 
MAILING LISTS—Compilers & Owners 
Allison Mailing Lists , av Madison Ave., New York 17, N. Y. 
Arrow Industrial Lists. . 532 Main Street, Holyoke, Massachusetts 
Associated Advertising Bervice 613 Willow St., Port Huron, Mich 
Bodine’s of Baltimore 444 E. Belvedere Ave., Baltimore 12, Md 
Bookbuyers Lists, Inc...... .363 Broadway, New York 13, N.Y. 
Boyd’s City Dispatch, Inc... .114-120 East 23rd St., New York 10, N.Y 
Calvin News Service 101 West 46th St., New York 36, N.Y 
Catholic Laity Bureau .45 West 45th Street, New York 36, New York 
Creative Mailing Service 460 No. Main St., Freeport, New York 


? 





Walter Drey, Inc 

Walter Drey, Inc 
Drumcliff Advertising Service 
Dunhill List Company 
Industrial List Bureau 
Jewish Statistical Burea 

B. Klein & Company 
Kozak 

The Walter S. Kraus Co 
Mapleton Service Company 
Market Compilation Burea 


48-01 42nd St 


Montgomery Engineering Company 8500 - 


J. R. Monty Turf Fan Lists 


Official Catholic Directory Lists 12 Barclay 
Street 
210 Lyell, 
Southwestern Progress rp. (Wm. D. Ryan, Sales 
232 N. Canon 
.177 King Street West, Toronto, Canada 

MAIL ORDER CONSULTANT 
Whitt Northmore Schultz 115 Old Elm 


W. S. Ponton, Inc 50 East 42 
Rochester Consumer Advertising Corporation 


Herbert A. Watts Limited 


MATCHED STATIONERY 


Tension Envelope Corporation 


Addressing Machine & Equipment Co 
MULTIGRAPH wey 
Chicago Ink Ribbon Company 


Addressing Machine & Equipment Co 
OFFICE SUPPLIES 
J. J. Lester & Compan 1 


PAPER MANUFACTURERS 


The Beckett Paper Company 
Eastern Corporation 

Esleeck Manufacturing Company 
Fox River Corp 

W. C. Hamilton & Sons 
Hammermi!! Paper Company 
International Paper Company 
McLaurin-Jones Company 

Mead Sales C« 810 Public Ledger 
Mohawk Paper Mills, Inc 
Neenah Paper Co 
Nekoosa-Edwards Paper 


PARCEL POST MAILING BOXES 


Corrugated Paper Products, Inc 
, NSO ENGRAVERS 

Nassau Photo Engraving C 

Pioneer-Moss, Inc 


MY MAIL ORDER DAY 


e) 


m page 2) 


One operator blew his wig last 
week. Put a carefully timed mailing of 
27,000 post office to hit 
schedules. Then, when 
(mentally) ticking oft 
the mails . . . “now sack No. 3 i 
west of Chicago . . . now sack No. 

is south of Dodge City . sack No. 

should be pulling into Hoboken,” 
bliss was rudely 


pieces into the 
just the right 


he was fondly 


etc., 
dream of 
jangling of the tele 


etc., his 
shattered by the 
phone. It was the post office weighing 
had only $404.99 on de 
account and the 
in even $405.00. 


section. He 
posit in his postage 
postage amounted to 
Would he please come down and de 
posit that additional They 
would have to hold up his mail untii 
So, he climbed into his car- 
to the post 
lot and 
to the postal 


one cent. 


they did. 
went down miles 


a parking 


seven 


office paid 35c to 


solemnly gave one cent 


finance cashier and received a receipt. 


PONTONS 


“The House of Direct Mail 
Write for FREE Catalog 


333 N. Michigan Avenue, Ch 
257 Fourth Avenue, New York 10, New York 
Hillen Rd., 

565 Fifth Ave 

.45 Astor Place, 
320 Broadway 
27 East 22nd St 
147 South Lyon 
Long Island City 4, N.Y -o 

.339 Kings Highway, Brooklyn 23, N. Y. 

11834 Ventura Bivd., 
12 St., Detroit 6, Michigan 
201 East 46th St., New York 17, N.Y. 
St., New York 8, N.Y 


Lane 


19th & Campbell Sts., 
MIMEOGRAPH MACHINE 
326 Broadway 
9 So. Wells St., 
MULTILITH & anaes MACHINES 
326 Broadway, 


West 45th 


Turners 


...220 East 42nd $t., 
Brookfield Massachusetts 


465 Ssratoga Street 


2235 Utica Ave 


183 First 
460 West 34th St 


cago | nois 
Henry Harris 
Towson 4, Md 
New York 17, N.Y 
New York 3, N. Y. 
New York » NY 
New York 16, N.Y 
Street, Batavia, N.Y. 


Eye-Catchers, Inc 


son Studio 


N. Hollywood, Calif 


New York 17, N.Y 


Rochester 6, N.Y The Davenport Press 


McCormick-Armstrong Co. 


PRINTING—Offset Lithography 
Service 259 East 43 Street, New York 17, N.Y 


Beverly Hills, Calif 


Bachman Reproduction 
H 


S. Crocker Company, 
McCormick-Armstrong Co 


Moss Photo Service, inc 


Columbia Ribbon & Carbon Mfg. Co., 
Postal Digest Company 


Moss Photo Service, inc 


PHOTOGRAPHERS 
8841 - 20th Avenue, Brooklyn 14, N.Y. 


PHOTOS IN QUANTITY 
207 East 37th Street, New York, N.Y 
...350 W. 50th St., New York 19, N.Y 
P. O. Box 1941, Bridgeport 1, Conn 


PLATES & STENCILS 
Inc Glen Cove, L.I., N.Y 


— INFORMATION 
150 Nassau Street, New York 38, New York 


COLOR POSTCARDS 
350 West 50th St., 


PRINTING— Letterpress 


New York 19, N.Y 


.Main St., Mineola, N.Y 
1501 East Douglas Ave., Wichita 1, Kansas 


Inc S San Bruno, California 
1501 East Douglas Ave., Wichita 1, Kansas 


PRINTING—Letterpress and Offset Lithography 


Kansas City 8, Mo 
Printcraft Press, Inc 
Proper Press, Inc. 
Shield Press 


New York 7, N. Y 


Chicago 6 Ill 
Arthur Pine Associates 
New York 7, N. Y 


New York 36, N.Y 
$ ociat 

Hamilton, Ohic “|e + a ates 
Bangor, Maine ™ 

Falls, Massachusetts 
Appieton, Wisconsin 
Miaquon, Pennsylvania 
.Erie, Pennsylvania 
“New York 17, N.Y 


The William Feather 
Wetmore & Company ’ 


Direct Mai 
Philadelphia 6, Pa 


Tohoes, New York 
Neenah, Wisconsin 


Edwards, Wisconsin Remington Rand 


Brooklyn 34, N. Y. Walter “Doc” Hanson 


Street, Mineola, N.Y 
New York 1, N.Y 


Letter in friend G. R. Ames 
of Missouri saying he is puzzled by 
my agreeing with the from 
“House Beautiful” that 
much more an art than it is a science. 
He wants to know “Is mail order 
— I it. What 
1 business success? Is it be 
You fee 1 


trom 


quote 
mail order is 


something doubt 
makes for 
cause some are born lucky? 
seem so in such acclamation. 


work, 


make 
M. O. 
experiment, 
it not?” I certainly 
Ames that mail order is 


business is hard 
intelligent effort, etc. is 
agree with Mr. 
“hard work, 


or any 


experiment, intelligent effort, etc., etc.” 
However, to achieve proficiency in any 
art depends upon these same factors. 


something is scientific 
can be reduced to a re 


Thank heavens, 


reduced to a 


To say that 
means that it 
formula. 
cannot be 


producible 
mail order 
formula. Otherwise it could be simply 
taught like mathematics or chemistry 
and the rewards mail order would 
be paid in proportion to those for any 
other type of scientific work. As it is, 


the real mail order artist can achieve 


and streamlined for 


OC. 50 East 42nd St., New Y 


Paradise Printers and Publishers 


“Business Brief,’ 


Advertising Trades Institute, Inc 
Advertising Assn 381 Fourth Ave, 
Mail Advertising Service Assn. 


fast, 


- . Paradise, Pennsylvania 
229 West 28th St., New York 1, N.Y 
.129 Lafayette Street, New York 13. N.Y. 


2010 Montcalm St., Indianapolis, Indiana 


PUBLICITY-PUBLIC RELATIONS 
6 


7 West 44th St. [New York 36, N. Y 


SALES PROMOTIONAL COUNSEL 
Martin Ad Agency (Direct Selling Mai! Order) 


SPEEDAUMAT EMBOSSING 


15 PB E. 40, N. Y. 16, N.Y 


2 East 23rd Street, New York 10, N.Y. 
130 Flatbush Avenue, Brooklyn 17, N.Y 


SYNDICATED a MAGAZINES 
812 


Huron Rd., Cleveland 15, Ohic 
* 1015 So. Shepherd Dr., Houston, Tex 


TRADE ASSOCIATIONS 
270 Park Ave., New York 17, N.Y 
New York 16, N. Y 


18652 Fairfield Ave., Detroit 21, Mich 


TYPEWRITERS 
315 Fourth Ave., New York 10, N.Y 


VARITYPE EQUIPMENT 
303 Buckeve Building, Cleveland 15. Ohio 


Zenith Typewriter & Adding Machine Co. 34 E. 22nd St. New York 10, N.Y 


XEROGRAPHY — PLATES 
Clear-Cut Duplicating Company 


149 Broadway, New York 6 N. Y 


magnificent rewards on a top caliber 
idea the same as an artist in any field, 
while the bumbling failures go on 
from year to year wondering why they 
can't find the 
the formula peddlers go on from year 
to year selling their worthless “Make 
a Million Bucks in Six Easy Lessons” 
formulas to the hopeless. 


magical formula and 


Well — have to close for this month 
as we are working on about a dozen 
new products with the hope of com 
“formula” for selling one 


“bundle” 


ing up with a 
and making the proverbial 
See you next month, 


Next month, since the 

issue will be devoted to the feature, 

“How to Think About Mail Order” 
. our anonymous columnist will 


Editor's Note: 


sist the editor on some of the intricate 
phases and in blue-penciling the entire 
manuscript. On a subject as important 
as this, we can't afford to make any 


mistakes even minor ones. 


MAILING DEPARTMENT is completely mechanized 


accurate and effi- 


cient service, — at lower costs to you . . . No 
Direct Mail Campaign too large — or too small. 


Phone MUrray Hill 





MEMO TO GOURMETS: If you 
plan to travel by car to the Boston con- 
ventions next fall and if you go by U.S. 
Route No. 1 . stop off at Sachem 
Country House, just outside of Guilford, 
Connecticut. It is located just off Route 
No. 1 at 1 Goose Lane. We recently 
visited there and had the best meal (and 
treatment) we have ever experiencd on 
the road. Get acquainted with Mrs. 
Valente (wife of manager and chef) and 
let her show you the works. Beautiful 
layout. 


IN CASE YOU'RE INTERESTED 
. . « May 20th-29th is going to be Na- 
tional Pickle Week! Seriously. This big 
news comes from Drucilla Handy of 
Theodore R. Sills & Co., Chicago public 
relations firm at 39 S. La Salle St... . 
who sent us a list of up-coming “weeks” 
While you’re marking your calendar for 
May 20th-29th, you might as well circle 
the important week of Sept. 9th-18th, 
tov. That's going to be, of all things, 
“Save A Wife Week”. Object: to get 
everyone to eat off paper plates. Please 
pass the ants. 


[) LOOKING FOR PRODUCTION 
STORAGE SPACE? You should investi- 
gate this new cabinet called “The Haz- 
Bin, Jr.” Holds advertising cuts, mats, 
artwork, equipment, etc . . . and comes 
in three sizes with either 8, 16 or 32 
drawers. Model pictured here (32 
drawers) is 30° high, 25° wide by 
6° deep and is priced at $55.80. Other 
models are $30.40 (16 drawers), and 
$14.70 (8 drawers). Drawer dimensions 
of all three models are 11%" wide, 
5%" deep by 1-7/16" high. Manufac- 
turer of “Haz-Bin, Jr.” is Arko-Mills, 
Inc.. P.O. Box 989, Akron 9, Ohio. 
They'll be glad to send you complete 
specifications and their free calalog. 


THE PICTURE ABOVE proves that the Direct Mail Advertising Assn. is doing 
something about helping the educational field to get more material about direct mail. 
Picture shows DMAA President Larry Chait (Time, Inc.), on February 10 at the 
Boston Statler, presenting last year’s set of “Best of Industry” campaigns to three 
New England educational institutions. The portfolios will rotate between the ad- 


vertising students in these schools. Shown from left to right are: 


Dean Albert E. 


Everett (Northeastern University), Professor Bert R. Canfield (Babson Institute), 
Professor Coit O. Coburn (Boston University), Professor Quentin L. Coons (North- 
eastern University) and Larry Chait. The DMAA plans to donate additional sets 
to other groups of universities around the country. The Boston presentation coin- 
cided with the successful Boston Direct Mail Day, at which Larry Chait was the 
principal speaker. On the following day the DMAA Board met to discuss convention 
plans and other association projects. As usual, the Board meetings were open to 
all local members. Lots of work. The next open meeting of the Board will be held 


‘mn Chicago cn May 6 and 7. 


[] DETROIT has a very successful “‘Di- 
rect Mail Day” on Friday, February 26th 
under sponsorship of Adcraft Club. Ed 
Husen was General Chairman. Meeting 
and Circles of Information all day. Nick 
Samstag of Time, Inc. was the featured 
luncheon speaker. For permanent record 
of “How to Conduct a Direct Mail Day” 

see Ed Husen’s article, page 26, 
December 1953 issue. 


eee 


DUPONT PROFESSIONAL PHO- 
TOGRAPHERS NEWS is a new fact 
sheet published for professional photog- 
raphers and dealers by the Photo Prod- 
ucts Dept. of E. I. duPont de Nemours 
& Co., Wilmington 98, Del. It wili be 
devoted to technical articles, production 
helps, promotional ideas, “how-to-do-it” 
stories and other features. Copies are 
ready-punched for looseleaf filing. Be- 
sides being mailed to photographers, the 
News will also appear as ad inserts in 
trade magazines every other month. 


} DIRECT MAIL DOLLAR VOLUME 
for January, 1954 shows a 3.5% boost 
over January, 1953. The DMAA 
estimated figure for January, 1954 is 
a record-breaking $105,510,000 
$3,682,300 more than American business 
spent for direct mail in January, 1953. 
Every month shows a continued upward 
trend in direct mail expenditures. The 
1953 total of $1,256,394,834 exceeded 
the amount spent for direct mail in 1952 
by 7.9%! 


(1) STEWART JURIST is a new addi- 
tion to the staff of the Direct Mail Ad- 
vertising Association. On March Ist he 
became Assistant Managing Director re- 
placing Jack Lord who couldn’t resist an 
attractive offer from Howard Swink Ad- 
vertising Agency in Marion, Ohio. Stew 
comes to the DMAA from Fawcett Pub- 
lications, Inc., (Greenwich, Conn.) 
where, as subscription promotion mana- 
ger, he was responsible for the successful 
and interesting direct mail efforts for 
five major magazines published by Faw- 
cett. Before that, he was assistant adver- 
tising manager of Lafayette Radio 
(N.Y.C.) and held the same post at 
H. & A. Selmer, Inc. (Elkhart, In- 
diana). He’s thirty-three, attended New 
York University and Notre Dame. Dur- 
ing World War II, he served in the 
Cryptographic Section of General Brad- 
ley’s headquarters and also in General 
Eisenhower's SHAEF Intelligence Corps. 
And, girls . . . he’s a bachelor. Make a 
date to meet him at Boston convention. 


THE REPORTER OF DIRECT MAIL ADVERTISING 








pinpoint your market 


with the 
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NOW) “STRATIFIED” 


NATIONWIDE LIST 














each community “stratified” for 
low middle high 


income, rent and home valuation 


* eliminate waste mailings ® increase your percentage of sales 
send for the new Allison brochure concerning our more than 12,000 lists. ] 


ALLISON MAILING LISTS. inc. 


Division of Advertising Distributors of America 


elem Velelktelame- Catal T= New York 17, N.Y MUrray Hill 8-6500 





paperifis the base 
7 of the job 


= TICONDEROGA 
[OFFSET 


i Excellent for faithful 

offset reproduction on single or 
the offset pressman adds pe . 4 ; , 
image area by means of lithographic multiple unit color presses. . . 
ink . . . one of the skilled steps insuring the success of the special 
taken to assure perfect reproduction . 
of the original art work. skills of printers at every stage. 

Uniform in quality, 

fully sized, the fuzz-free surface 

_ takes ink easily and accurately. 


Supplied i in seven weights . . 


~~ 
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220 East 42nd Street, New York 17, N.Y 





